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Xerography, the clean, fast, dry, electrostatic copying proc- 
ess, has revolutionized paperwork duplicating. The tre- 
mendous versatility of XeroX® master-making equipment 
has simplified the preparation of all types of reproducibles 
—paper and metal masters, visual-aid transparencies, and 
diazo intermediates. Hundreds of firms, large and small, 
now find it surprisingly profitable to do the work in their 
own duplicating department. 

There are many reasons: xerographic supplies cost only 
a few pennies per master. No special offset paper masters 
are required; use any ordinary offset master material you 
have in stock. An operator’s time is shorter because you get 
a good master every time and because there are no critical 
adjustments for exposure—hence no waste. 

Moreover, XeroX equipment requires no capital invest- 
ment. You can have it at a modest monthly rental. Even if 
your volume is low, you'll find it practical because of our 
unique Pay-as-You-Copy rental plan. 


xerography in offset duplicating 





...makes paper and metal masters and other types 
of reproducibles...at lowest cost! 


XeroX equipment enlarges, reduces, or copies size-to- 
size. Quality is superb; often it’s hard to tell runoff copies 
from originals. And in some instances, such as dog-eared 
and cracked engineering drawings, copies are often supe- 
rior to the original. 

The more you need offset masters, the more you stand to 
save by xerography over any other method. 

Why not look into the benefits you can expect? Let us 
show you how to speed paperwork duplicating by XeroX 
master-making equipment and save thousands of dollars 


yearly besides. 
XEROX 


Haloid Xerox Inc., Dept. 61- 
189X, Rochester 3, N. Y. 
Branch offices in principal 
U. S. and Canadian cities. 
Overseas: Rank-Xerox Ltd. 
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The new Royal Electric Typewriter makes words and letters so finely-honed it is 
a pleasure to put a signature to them. We think you will want this typewriter. 
But before you decide, please do yourself, your secretary, and your company this 
service: see all the makes of electric typewriters. Check them for printwork, 
for touch, for any other quality you wish. Only in this way can you really know 
the worth of the choice you will make. ROYAL McBEE CORPORATION 
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Workshop for management—ideas you can use right now .............e cee eeeeeeceees 8S 
This roundup of ideas—gathered from firms around the country—can tell you how 
to save time, cut your costs, and build your sales and profits. 


Why college recruiting fails—and how to make it pay off ..... Se PCLT OT CRT eT ee 
These taped interviews tell why now is a good time to start—or revamp—a college 
recruiting program. This article lays bare the plusses and pitfalls. 


Are you an executive—or are you playing a role? ....... epee ae a ith vies iuduvtas ae 
You can’t produce top results in your job unless you play the right role. Sound 
odd? Here’s why role playing is vital to high executive performance. 


Take another look now: Is your money working as hard as you are? ............-2.-.-- Ol 
Lazy dollars, like lazy workers, drain profits. These practical tips may start you 
on a systematic program of more profitable use of company funds. 


How to update your Workmen's Compensation coverage ..... ih RE ee 
If your firm changes in any way, your Workmen’s Compensation coverage may 
become obsolete. Trouble can result. Here’s how to update your coverage. 


Authentic old look for these new offices ...... SN ie RP Pers ene ee ee 
When long established Madison Fund, Inc. moved to new quarters on Madison 
Avenua, it logically turned to the Madison period for its decor. 
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About this issue 


This month’s 
cover story fo- 
cusses directly 
on a subject of 
major interest to 
companies of all 
sizes: college re- 
cruiting. Because this is the height 
of the college recruiting “season,” 
and because almost every company 
can benefit immediately from the 
straightforward answers in this arti- 
cle, the editors have substituted it 
for the previously announced article 
on the Clark Equipment Co. Blunt 
answers from industry’s recruiters, 
college students and_ university 
placement officers tell you what's 
wrong and what's right with college 
recruiting right now. 








Subscriptions 


In United States and Possessions, one year $5.00; 
two years $9.00. Canada and Mexico one year 
$6.00. Foreign subscriptions $10.00. Single copies 
$.75. When possible, back issues or tearsheets of 
articles will be provided. Enclose $1.00 for each 
back issue and $.50 for each back article re- 
quested, to cover costs of handling. Make checks 
payable to Management Magazines, Inc. 


Change of address 

To insure continuous service, send your new ad- 
dress (and moving date) 45 days before moving. 
Include old address as it appeared on previous 
issues (if possible send label from magazine). 
Do not depend on the post office to forward 
either the change of address or your magazine. 
Management Methods is a registered trademark. 
® Registered trademark. 
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Buy &qusiplo -- Industry's choice for Quality Products 


FREE 


LAYOUT 
SERVICE... 


A major capability of Equipto is to design, 
develop and produce storage facilities that will 
insure maximum productivity and economy 

in your operation. Take advantage of 
Equipto’s FREE LAYOUT SERVICE to obtain 
valuable advice on the number and type of 
storage units to buy . . . complete floor plans 
and elevation drawings showing best way to 
arrange units within your alloted storage area. 


Equipto’s experience in the special problems 
and objectives of storage facilities is broad 

and deep. The men at Equipto, having this 
important experience capability, will use 

the most advanced analytical engineering 
facilities to help you with your storage problems, 





When they give you their recommendations, 
you can depend upon it to make sense — 
and save dollars. And when you put their 
recommendations into practice, you can 
depend upon Equipto to follow thru with 

the finest equipment and service in the business. 


FREE BOOKLET AVAILABLE 


If you would rather lay out your own 
facilities, send for fact-crammed fully 
illustrated booklet ‘‘How to Solve Your 
Storage Problems*’. 
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PROTECTION IN DEPTH 


How it helps cut compensation costs 


oe 


¥ * 


PS 


Sound slides are great for teaching people. Like teach- 
ing safe practices to welders and sales clerks, bakers, 
machinists, loggers. More than 500 special training films 
have already been produced by Liberty Mutual to help 
policyholders reduce on-the-job accidents and _ losses. 
Each film is custom made, using policyholder personnel 
and facilities in the pictures. 

This is but one of the many loss prevention services 
included in Liberty’s protection in depth. To minimize 
accidents, Liberty’s protection in depth also offers 
policyholders experienced help in setting up plant traffic 
control and emergency evacuation programs. The serv- 








Look for more from 





Reducing accidents by filming the hazards 


ices of safety engineers are also available for advice and 
guidance in a variety of specialized fields, such as 
radiation, transportation, construction, acoustics, ma- 
terials handling. 

When injuries do occur, a medica] advisory service, 
two excellent rehabilitation centers and a staff of 29 
rehabilitation nurses are available to reduce long-term 
disabilities. 

Why not get all the facts about Liberty’s protection in 
depth? To find out how this broad concept in loss control 
can help lower your business insurance costs, just get in 
touch with the nearest Liberty Mutual office. 





LIBERTY MUTUAL 


the company that stands by you 


LIBERTY MUTUAL INSURANCE COMPANY «+ LIBERTY MUTUAL FIRE INSURANCE COMPANY « HOME OFFICE: BOSTON 





Personal insurance: Automobile, Fire, iniand Marine, Burglary, Homeowners « Business Insurance: Workmen's Compensation, Liability, Group Accident and Health, Fire, inland Marine, Fleet, Crime 
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Start small then... 
build it as big 
as you like! 


For as little as $3,315 a month, the compact RCA 301 is 
the only solid state, full-range Electronic Data Processing 
System in this price range that makes it possible to employ 
the ultra sophisticated techniques of much larger and more 
costly systems. And, like all RCA Electronic Data Processing 
Systems, expansion of capacity and usefulness can be 
achieved by adding peripheral equipment or combining 
the RCA 301 with the compatible RCA 501 or RCA 601. 


The RCA 301 user with modest data processing volume can 
start with only the input/output equipment, storage devices 
and simultaneity control required for the initial application. 


As the workload grows you can add any combination of 
punched card, paper tape or magnetic tape input/output, 
and disc file or magnetic tape storage, as well as magnetic 
character sorter-readers. Optional tape speeds are available 
to increase magnetic tape speed almost 5 times and paper 


tape speed 5 or 10 times. 


For full information, write Electronic Data Processing 


Division, Radio Corporation of America, Camden 8, N.J. 


RCA ELECTRONIC DATA PROCESSING SYSTEMS 





The Most Trusted Name in Electronics 
@ RADIO CORPORATION OF AMERICA 
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NEW TANDEM WHEEL ALIGNMENT 
Provides valuable inches between A full 72 inches, permit easy, 
wheel boxes . . 
ing area than standard vans. 
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when the occagion calls for MOVING... 
call United Van Lines 


Whether you’re moving bulky electronic devices or price- 
less works of art, you'll find it safer, easier, more con- 
venient via United’s modern ‘“‘Safe-Guard”’ service. 
From nation-wide exhibit tours to “tight-schedule” 
deliveries of office equipment, United gears its service to 
your requirements. Spacious, specially-designed vans take 
tough-to-handle shipments in stride...including the 


YOUR SHIPMENT LOADS EASIER... 





NEW EXTRA-WIDE SIDE DOORS 


. more usable load- one-piece loading of large items. 


. TRAVELS SAFER 


FOR YOUR FREE COPY OF U/nited's “SAFE-GUARD” 


loading of large units—in one piece—without costly dis- 
mantling. And because crating is not needed on most 
‘“‘Safe-Guard”’ shipments, there’s an extra saving in time 
and expense. 

For “Pre-Planned”’, straight-through service in exclu- 
sive Sanitized* vans, call your United Agent today. He’s 
listed under “MOVERS” in the Yellow Pages. 


SAFE-T-LOADED 


eroquip 
CARGO CONTROL SYSTEM 





NEW REMOVABLE 

DOCK-HIGH FLOOR 

Eliminates hoisting, provides 264 
sq. ft. of clear, unobstructed load- enroute. 
ing space. 


NEW LOAD STABILIZERS 





INTERNATIONAL HEADQUARTERS, ST. LOUIS 17, MISSOURI 


MOVING WITH CARE EVERYWHERE @ 
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Hold your shipment securely in 
place, prevent shifting or jarring 


MOVING BROCHURE, WRITE: 


United Van Lines 


* REG. U.S. PAT. OFF. 





















a CUD MAIN CROLOSSESHISHOU]=MEIUIS\ ass 


This versatile 

“memory unit” 
never forgets a 

fact or figure 


One of more than 
100 styles of 


Addressograph DIVIDEND 


self-writing 


master records— RECORDS 


metal and plastic. 


STATISTICS 


ORDER-INVOICE 
DATA 





The Addressograph”® self-writing master record is an amazing busi- 
ness ‘‘memory unit.’’ It provides a veritable storehouse for all kinds 
of business facts and figures. And it automatically writes this 
business data accurately and selectively on all types of business 
forms. It produces many kinds of statistical data at low cost. 

Used in conjunction with the various types of Addressograph 
machines, Addressograph master records automate many costly 
repetitive writing operations. They’ll help process your payrolls, 
route your salesmen, handle your orders, ship and invoice your 
products, contact your customers, prospects, and stockholders. 

Let us demonstrate how Addressograph Methods can cut costs 
for your business. Contact your nearby Addressograph office, or 
write Addressograph-Multigraph Corporation, Cleveland 17, Ohio. 


Addressagraph-Multigraph 


SERVING SMALL BUSINESS + BIG BUSINESS + EVERY BUSINESS 


© 1961 A-M Corporation 


CUSTOMER 
INFORMATION 


ROUTING 
INFORMATION 


Visit us at the OEM] BUSINESS EQUIPMENT EXPOSITION © New York Coliseum ¢ April 17-21 
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SARAH COVENTRY 





John T. Joyce, Executive Vice-President and General Manager of Sarah Coventry Inc. 


THE SETTING: Sarah Coventry Inc. sells almost 
11 million pieces of fine fashion jewelry a year 
to 4 million customers, through a field force of 
20,000 ‘modern living room salespeople.’ A 
previous order/invoice system having 22 steps 
and 2 manual forms took 4 to 5 days to process 
and helped perpetuate operating weaknesses. 
Among them: shipping/ pricing errors; stock de- 
lays hampering production; back-order ‘double 
work’ and, during peak 7000-order days, a stag- 
gering, uncontrollable task. 


THE SYSTEM: One form has replaced 2 in an 
automated operation that fills orders in only 24 
hours. It begins with detail and lead cards 
manually punched from input order data to 
provide accurate picking / shipping / invoicing 
paper. Accounting machines print shipping 
labels and records. In another operation, in- 


Build control with 


MOORE BUSINESS FORMS 


(Circle number 130 for more information) 
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“Moore forms help us fill orders in 1 day instead of 4” 


voices are a direct instead of 22-step operation. 

An automatic by-product is the punched state- 
ment card used to compute salespeople’s com- 
missions, now paid weekly; also taxes, merchan- 
dise sold and accounts receivable. In other gains, 
shipments are accurate; volume variation is 
handled smoothly; a ‘daily aggregate’ furnishes 
stock and production control. The 3-part custom 
Speediflo, a Moore form, is the company’s con- 
trol in print. 


THE COUNSELOR: “The Moore man contributed 
to this improvement with an understanding of 
business procedures, practical knowledge of 
forms construction plus a good cost-cutting in- 
stinct,” said John T. Joyce, Sarah Coventry Ex- 
ecutive Vice-President. If your system isn’t 
performing the way you feel it should, write the 
nearest Moore office— without obligation. 


MOORE BUSINESS FORMS, INC. 
Niagara Falls, N. Y. + Park Ridge, 
ill. + Denton, Texas + Emeryville, 
California + Over 300 offices and 
factories throughout the U. S., 
Canada, Mexico, Caribbean and 
Central America. 
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Sir: This letter refers to the article 
“How to set up a college recruiting 
program that works!,” which ap- 
peared in the March issue of Man- 
AGEMENT METHODS. 

College recruiting season seems 
to have brought on a rash of articles 
—newspaper and magazine—about 
the troubles with the system. With- 
in the last two or three weeks, I 
have read two rather bad ones (in 
the Wall Street Journal, Jan. 30th 
and Feb. 15th). Dr. Bernd’s article 
in MANAGEMENT MeETHOops was well- 
reasoned and sensible by compari- 
son. The only trouble is that it 
simply reworks the same old ground 
that has been labored over for many 
years—without resolving the prob- 
lems involved. 

Take the first problem: who 
should recruit? Dr. Bernd implies 
that operating people should be 
converted to personnel people 
(part-time or permanently?). It just 
isn't that simple. Recruiting for a 
large corporation is a highly spe- 
cialized activity, requiring | skill, 
knowledge and continuity. An op- 
erating person can be an asset as a 
member of a two-man team, but he 
can’t replace the professional re- 
cruiter. The latter has a compre- 
hensive understanding of his com- 
pany as a whole, an appreciation 
for the colleges he visits (standards 
of work, type of students who at- 
tend, content of the curriculum) 
and, above all, how to advise the 
students he sees. It’s a rare operat- 
ing man who has competence in all 
these areas (exception: recruiting 
the PhD scientist or engineer re- 
quires a person with the same tech- 
nical competence as the student be- 
ing interviewed). 

To suggest that the recruiter’s 
personality should be the same as 
the company’s is another over-sim- 
plification. In fact, it’s plain non- 
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sense. Who really reflects a bank’s 
personality: the trust officer or the 
new account promoter? Is the actu- 
arial type more representative of 
the insurance company than the 
sales manager? (Incidentally, how 
is Dr. Bernd’s “staid” manufactur- 
ing firm ever going to be vitalized 
unless they get some dynamic 
young talent? The mistake here was 
in misleading the talent recruited.) 

The question of so-called “train- 
ing programs” is too complicated to 
treat in a short article or in this let- 
ter. I can only say that new re- 
cruits should generally be given 
plenty of latitude and scope in an 
operating area as soon as possible. 
Too much formal orientation is 
stifling and unproductive. 

I quite agree with Dr. Bernd’s 
last point: it is clear that one 
shouldn’t try to hire the “crown 
prince” type for every job in the 
company. But isn’t this rather ob- 
vious? 

In summary then, Dr. Bernd’s 
four points will tell the veteran re- 
cruiter nothing new, and doesn't 
much more than scratch the surface 
for the company getting into the 
business for the first time. 


NORMAN HARROWER, JR. 

DIRECTOR 

OFFICE OF PLACEMENT & COUNSELING 
YALE UNIVERSITY 

NEW HAVEN, CONN. 


For straightforward answers to 
the “unresolved problems” Mr. Har- 
rower mentions, see “Why college 
recruiting fails,” on page 42. 

EDITOR 


Sm: In the February 1961 issue of 
your magazine under “Workshop,” 
there is a short blurb entitled 





a sensible 
move 


Pe a ae 
for all companies 
using 10 or more 
business cars 


Investigate fleetcar leasing —the 
Hertz way—described by leading 
companies as “‘the lowest cost sales- 
insurance we ever took out.’’ Find 
out how Hertz Fleetcar Leasing 
plans cater to the special needs of 
larger users of business cars. Dis- 
cover how they’re tailored for com- 
panies which hest benefit from the 
nation’s most extensive coast-to- 
coast leasing facilities, and from op- 
erating efficiency perfected over 30 
years. Each “‘10-Plus’’ plan replaces 
your cars with brand-new Chevro- 
lets, Corvairs, or other fine cars; 
assumes full responsibility for main- 
tenance and repairs; and reduces the 
many annoying details of fleet 
administration to the writing of one 
budgetable check each month. Use 
coupon below to learn why more and 
more and more multi-car companies 
agree Hertz Fleetleasing makes the 
best business sense for them. 








CAR LEASE 


HERTZ FLEETCAR LEASING, 
Att. H. F. Ryan, V.P. 

The Hertz Corporation, 660 Madison Ave. 
New York 21, N. Y. Dept. C-4. 


Please send me your new fleetcar leasing 
booklet. 


NAME 





POSITION. 





COMPANY 





ADDRESS. 





CITY & STATE 





NUMBER OF CARS OPERATED. 
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wro buys your products in 


Brazil? 


Do you sell goods or services 


to businessmen? 


Do you manufacture capital 
goods equipment, where 
businessmen and government 
leaders combine in the decision on 


your products or your competitors? 


How do you reach them, these 
leaders in business, industry 


& 


and government? 


In 1960, one Brazilian 
magazine carried more advertising 
pages (1946) than any other 
Latin American magazine—ever. 
Those pages came from U.S. 
firms, Brazilian firms, European 


and Japanese firms. 


If you'd like an introduction to Brazilian buyers 
we will be happy to provide it—-through..... 


4 


for 
“Distinguished Journalistic Service” 


For information on how you, too, can sell through Visdo, write 


VISION INCORPORATED = Vision Building * 635 Madison Avenue, New York 22, N.Y * MUrray Hill 8-7500 fe : 
Sales offices in New York » Chicago * Los Angeles * San Francisco * London * Frankfurt + Tokyo * Mexico City * Santiago + Sao Paulo ‘ Rio de Janeiro ; 
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“Count cost per minute of inade- 
quate machines.” The simplicity of 
the calculation is really astounding. 
It’s a shame that its use throughout 
business or the military establish- 
ment would lead to the most un- 
economical employment of funds 
probably known to man. 

To save four minutes a day for a 
$10,000 a year man by providing 
him $900 worth of a machine will 
cost the company $900 and save it 
nothing, unless the individual uses 
that four minutes a day to d6 some 
productive work. There are very 
few people anywhere that would 
use two minutes or even five min- 
utes per day productively, and there 
is no savings unless the time is used 
productively. 

The mathematics are infallible, 
but the logic is ridiculous. Decide 
what is the minimum length of time 
that will be used productively (15, 
20, or more minutes per day) and 
then set your cost calculations 
against this. 


BRUCE AVEDON 

ASSISTANT PLANNING DIRECTOR 
STATE MUTUAL LIFE ASSURANCE CO. 
OF AMERICA 

WORCESTER, MASS. 


Phone meetings 

Sir: I've noted with greatest inter- 
est your excellent article “How to 
hold a meeting on the phone [MM, 
April 61}. 

As one who has used this system 
for perhaps a half dozen years I 
can confirm that it can be a great 
time saver—not only in cutting 
down trips to special meeting 
places by various participants, but 
in these additional ways: 

1. Getting to the point: If you 
send out—or telephone—the partici- 
pants in advance with a list of sub- 
jects to be covered, you'll find you 
can get right to the heart of the 
matters to be covered without the 
frequently wasteful preliminaries, 
often considered part of the “cour- 
tesies” of face-to-face sessions. 

Telephone meetings can get right 
to the point, particularly if the 
caller takes a decisive stand, gives 
everyone a chance to contribute 
without making speeches. 

2. Noting conclusions: Most im- 
portant, I feel, is to have someone 
charged with noting the conclusions 
right while the meeting is going on. 
I do it this way. I use the “hands 
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CORONET 


Try it. Prove to yourself it has what you 
want in a dictating machine—for effortless 
dictation...in the office and in the field. Call 
the nearest Comptometer office for a dem- 
onstration. See the Yellow Pages or write: 


COMPTOMETER 


CORPORATION 
5600 Jarvis Avenue, Chicago 48, Illinois 


BUSINESS MACHINES + BUSINESS FORMS + GOLF EQUIPMENT 
COMMUNICATION EQUIPMENT + ELECTRONIC PRODUCTS 
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=. LET LAMSON ENGINEERS show you 
or how to speed materials through 


your plant without adding person- 
nel or enlarging current floor space. 


Conveyor units alone are not enough. Units must be moulded 
into a conveying system designed to accomplish certain objectives. 
And, system efficiency depends on the expertness of system design. 


Only high engineering skill plus long experience in materials 
handling can guarantee a successful operation. Both characterize 
the LAMSON record of achievement that goes back 80 odd years. 


LAMSON engineers have become famous for providing “Turn 
Key Jobs” ... a complete service that includes system design, 
component installation, ‘user-personnel training, critical opera- 
tional checks and the assumption of full responsibility. 


So... if your orders are not hitting the dock on time, check 
LAMSON. For full information about LAMSON conveying systems, 
write to 114 Lamson Street, Syracuse, New York. 
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PLANTS IN SYRACUSE AND SAN FRANCISCO e OFFICES IN ALL PRINCIPAL CITIES 


Integrated Conveying Systems ¢ Pallet Loaders e 
Trayveyors® ¢ Food Service Systems e 
Dryset® Air Vacuum Systems 
(Circle number 160 for more information) 


Manufacturers of Airtube® (Pneumatic Tube Systems) © 
Selective Vertical Conveyors © Bookveyors® Clinical e 
Blowers and Exhausters «© [Exidust® Central Vacuum'Cleaning Systems 
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free” phone. I have a Dictaphone 
next to it. When we participate in 
a telephone meeting and discuss 
various points I jot down conclu- 
sions on a pad. Then while all par- 
ticipants are listening I'll dictate a 
letter or memo setting out in one- 
two-three fashion just what it is that 
we ve agreed upon. 

It may be the wording of a pro- 
posal, quotation figures, a method 
of procedure. It may be technical 
details or the phrasing of a legalis- 
tic document. But the conclusion is 
reached then and there, while all 
participants are truly participating. 
If the matter can’t be settled, then 
I dictate a note on what it is that 
we must subsequently decide—so 
that we know specifically where we 
stand and who’s going to determine 
what, when and how. 

3. Doing the job: Frequently Ill 
use the telephone meeting with the 
hands-free phone tied in to com- 
plete work right on the line. 

Let’s say someone calls me or I 
call them about a mutual project. 
If it’s a request or series of them, I 
often pick up the Dictaphone mike 
while the other person is listening; 
then I dictate an answer, a clarifica- 
tion of points to be settled later, a 
new release or whatever. When we 
hang up, we've not only had a re- 
sultful meeting, but the results are 
already on their way to paper—and 
thence to action. 

4, Using Speakerphones: I've seen 
many men who have _ Speaker- 
phones in their office which they 
use only for occasional conference 
call meetings by phone. If they 
would consider various other uses 
and make them routine they might 
discover that this freedom-from- 
earphones feature can make the in- 
strument one of their most valuable 
time and effort saving assets. 


RAY JOSEPHS 
NEW YORK 


Ray Josephs is the author of two 
books on how executives can save 
time: “Streamlining your executive 
workload” and “How to gain an 
extra hour every day.” 

EDITOR 


Sir: The article on inplant feeding 
by C. W. Robbins in your March 
issue, although generally competent 
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and interesting, showed a number 
of misconceptions about the opera- 
tion of inplant food service facili- 
ties. 

Food and vending service man- 
agement companies like our own 
have had the following somewhat 
different experience with inplant 
feeding: 

1. On space occupied by facili- 
ties: Mr. Robbins says that “cafe- 
terias offering hot entrees naturally 
occupy more space than vending 
machines.” The answer is, “It isn’t 
necessarily so.” A full-line vending 
installation with supporting storage 
facilities for a plant of say 200-300 
people requires about 200-300 
square feet. Our own organization 
has developed a cafeteria design 
for small and medium sized plants 
that will serve complete hot and 
cold meals in the same space. As a 
matter of fact, at Ronson Corp.'s 
new headquarters in Woodbridge, 
N.J., we replaced what was at first 
considered a model vending instal- 
lation (that was later a cause of 
employee discontent) with a com- 
plete cafeteria counter, kitchen, and 
dishwashing _ installation—utilizing 
exactly the same space formerly 
occupied by the vending machines. 

2. On “caterers and leased kitch- 
ens”: The paragraphs under these 
two headings indicate a _ limited 
understanding by Mr. Robbins of 
the food service management busi- 
ness. Except in special cases, a 
caterer does not simply bring food 
in in insulated containers; and few 
food service management arrange- 
ments embody a leased kitchen. 

When a firm decides to install 
an in-plant food service facility and 
to have an outside firm manage it, 
they have a number of options. If 
the caterer of their choice has a 
commissary, and the number of 
employees in the plant is small, the 
caterer may suggest having a mini- 
mum of food prepared on the prem- 
ises and delivering fresh food daily 
from the commissary. (This is what 
many public restaurant organiza- 
tions like Howard Johnson, for ex- 
ample, do.) Plant management al- 
ways retains control of prices, 
portions, quality and service. 

If the company has a relatively 
large number of employees, it will 
usually be suggested that a full 
kitchen and service unit be in- 
stalled, and the food be prepared 
on the premises. 
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In either case, the food service 
management firm can operate on a 
number of financial bases, but leas- 
ing a kitchen is not one of the pre- 
ferred arrangements. If the unit is 
very small (under 300 people), and 
it is desired to keep prices excep- 
tionally low, a subsidy may be re- 
quired. Or, the caterer may oper- 
ate the food service on a “profit and 
loss basis’—that is, operate it in 
such a manner as to make a reason- 
able profit. Again, financial state- 
ments, cost and profit figures, prices 
and portions are always under com- 
plete company surveillance. Or, 
the caterer may take a flat manage- 
ment fee, turning profits over to the 
company. 

Generally speaking, food service 
management firms do a better all- 
round job, at less cost to the com- 
pany, than company managed oper- 
ations, which are more likely to 
require a subsidy from manage- 
ment. 

3. On designing a facility: Cater- 
ing organizations like our own 
generally find that it is desirable to 
have our own design people plan 
the installation. We do this for most 
of our clients because our experi- 
ence has been that we can plan a 
food service facility that works well 
and looks well at lower cost and in 
less space than the custom design- 
ers usually find necessary, and in 
such a way as to minimize labor 
costs, and thereby keep food prices 
to consumers very low. 


WILLIAM M. BRADY 
PRESIDENT 

BRADY FOOD SERVICE CORP. 
NEW YORK 


Food vending machines 


Sm: As it is written, your article 
[“Why bother with employee feed- 
ing?” MM, March ’61] is rather 
complete as a quick once-over of 
what possibilities and choices are 
available to a company contemplat- 
ing food services for its employees. 

Considering the various types of 
food services which are now being 
offered by management, it becomes 
immediately apparent that most of 
the sources which you seem to have 
checked are located in the New 
York City area. This particular mar- 
ket is not at all typical of what is 
going on in different parts of the 
country. For one thing, the New 



















Downtime 
mounts when 
production men 
act as messenger boys. 

AIRTUBES keep men on the job 
by delivering quickly to them all 
necessary tools, parts, blueprints, 
shop orders and other messages. 

AIRTUBE speed reduces the long- 
est distances to just seconds in 
delivery time. And, AIRTUBE load 
carrying capabilities leave little 
to be done by manual messengers. 

Modern LAMSON AIRTUBE SYS- 
TEMS reduce overhead and in- 
crease production rates wherever 
they are used. Be sure you have 
the up-to-date AIRTUBE story. 
Send for the new AIRTUBE cata- 
log. Just clip this advertisement 
to your letterhead and mail to114 
Lamson Street, Syracuse, N. Y. 





LAMSON 
CORPORATION 


(Circle number 125 for more information) 
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York City area offers considerably 
more nearby restaurants to em- 
ployees than is true of any other 
city or town in the country. As a 
result, inplant food services are not 
nearly as well developed as they are 
elsewhere. So much for my idea of 
the article in general. 

With regards to the utilization of 
vending machines, you leave sev- 
eral erroneous implications, un- 
doubtedly without intention. 

“A concessionaire services and 
operates the machines. Manage- 
ment has no responsibility for the 
operation.” What you probably 
mean is that management is not 
operating the facility when vending 
machines are involved, but vending 
nevertheless does offer to manage- 
ment the possibility to participate 
in decisions as to what is vended 
and how it is to be vended. In terms 
of controlling the vending opera- 
tion, management does often have 
a voice and some control over the 
operation of vending service. Ob- 
viously it must, for an outside or- 
ganization cannot take over the 
personnel relations function when 
it comes to food service. 

“However, vending machines of- 
fer little variety of menu. Usually, 
they are classed as hardly more 
than a snack operation.” Here 
again, you show decidedly the New 
York City influence. In the New 
York City area, vending machines 
simply are not used for food service 
on an extensive basis because it is 
impossible to bring in and park the 
necessary servicing trucks and 
equipment. 

In other parts of the country, 
however, vending has taken on the 
entire food service operation, and 
not as a “snack” operation. This is 
true in such major plants as those 
operated by General Motors, 
Chrysler, American Motors, Gen- 
eral Electric and many others rang- 
ing from 300 to 11,000 employees. 
In many plants, of course, vending 
is a partial answer to food service. 

Since this move towards auto- 
matic food service through vend- 
ing machines has become more 
pronounced in the last year or two, 
your article would certainly wish 
to call some attention to that as a 
major trend. One example of this 
is the fact that many vending com- 
panies have moved entirely into 
catering and many catering com- 
panies have set up separate vend- 
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This sculpture by Alberto Giacometti and sen- 
tence by John Stuart Mill are reproduced as a 
tribute to men who have found new means of 
expressing great ideas. Courage, imagination 
and respect for great ideas play a major role in 
solving everyday problems of management. Our 
Conference Room series of quotations carries 
this message to members of our staff in their 
work on behalf of clients whom we serve as pub- 
lic relations counsel. Write for booklet #7,‘“‘How 
To Plan Your PR Program.” Our address is: 
130 East 59th Street, New York 22, New York. 


Ruder & Finn Incorporated, Public Relations 

















MANAGEMENT METHODS 





“That so few now dare to be eccentric 
marks the chief danger of the time.” 


John Stuart Mill 





sculpture by Alberto Giacometti 
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| Kept My Mouth Shut 
And Sold My First 
*100,000 
Order... 


PORTABLE VIEWLEX 


“SALESTALK” 
SOUND-FILMSTRIP_ UNIT 


get RRR eee 





A COMPLETE BIG PICTURE, BIG SOUND 
SALES PRESENTATION 


IN A SALESMAN’S ATTACHE CASE! 


sets up in seconds... 
and sells by itself! $] 04.50 


Don’t laugh when someone says “‘the next thing you 
know they’ll be selling by AUTOMATION!” I’m doing 
it right now with my new “‘assistant,”’ the Viewlex 
“Salestalk.’’ Set a sales record the very first month 
t used it — and | really kept my mouth shut most 
of the time. 


The sales story is right on records . . . illustrated 
facts and figures on filmstrip are coordinated with it. 
i never bore a prospect nor fight for attention. When 
f open my Viewlex ‘‘Salestalk’”’ Attache case and 
switch on my sales story . .. prospects feel they 
have to look, listen and (more often than you can 
imagine) buy! 














® VIEWLEX INC. B 
. 39 Broadway, Holbrook, L.!., N.Y. ry 
' Please send complete information . 
: on “Salestalk.” € 

a 
. Name a 
& Company. : 
B Address_ : 
8 city. Zone. State. H 


it ee ee ed 
oO, 


In Canada—Anglophot “Montreal 


~~  o 
Ltd., Montrea 
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ing divisions in order to effectively 
combine automatic food service 
with manual service. 


WALTER W. REED 

DIRECTOR OF PUBLIC RELATIONS 
NATIONAL AUTOMATIC MERCHAN- 
DISING ASSOCIATION 

CHICAGO 


Despotic managers? 

Sir: In recent management articles 
I have noticed what I consider to 
be a very disturbing trend toward 
glorification of the old despotic, 
autocratic manager who is the seat 
of all authority, all decisions, and 
all ideas. 


[Editor’s note: This letter refers 
to articles based on MANAGEMENT 
Metuops research showing that in 
most companies major decisions are 
made only by key men at the top. 
See the article, “Who makes the 
decision to buy in business,” MM, 
Oct. ’60.] 


This type of manager dooms him- 
self to the small time, small volume 
operation because he soon reaches 
the limit of his ability to be every- 
thing in his company. The only way 
a company can grow is to divide 
the authority and_ responsibility 
among those able and willing to 
assume it. 

This does not mean to say that a 
company should be run by commit- 
tee but it does subscribe to the 
idea that the chief executive, to be 
truly successful, must use the tal- 
ents of his subordinates to their 
maximum extent. In any large com- 
pany this means that he confines 
his decisions to those concerning 
direction of the company, and the 
basic policies to be used. He then 
allows the decisions to implement 
those policies to be made by other 
men. 

The autocratic manager can only 
hold those people willing to be 
servile. He cannot hold those who 
could mean salvation to his com- 
pany because they will not put up 
with his “one man show.” 

With few exceptions, today’s 
large companies are run, not by 
autocrats, but by the recently 
maligned “organization man” type 
of executive. He is strong, he does 
not avoid making decisions, and he 
| is a student of human nature. He 
| knows that only through the moti- 








vation of other people can he ac- 
complish his goals. 

The pendulum swings widely, 
but I sincerely hope it can be 
stopped before it goes back to the 
1870 version of “the boss.” 


C. A. SAVILLE 
NELSON ELECTRIC MANUFACTURING CO. 
TULSA 


Trading on your trademark 

Sir: Your article, “Rate your trade- 
mark against these 10 traits,” [MM, 
Feb. 61] emphasizes the impact 
and importance sound trademark 
design holds in today’s fast paced 
economy. 

One of the illustrations used in 
this article is the Red Owl symbol 
which we designed for Red Owl 
Stores, Inc. The contrast between 
the old and the new symbol vividly 
shows the need for an up-to-date 
and current corporate symbol. 

While practical trademark de- 
sign is not a “do-it-yourself” pur- 
suit, certainly the points made in 
the article should be primary for 
the manufacturer who wishes to 
assess his corporation’s “personal- 
ity.” 

Trademarks today must express 
the true character of the corpora- 
tions behind them. When they 
don't, the trademarks aren't serving 
any useful purpose. The role of the 
trademark has grown into . . . a pri- 
mary corporate recognition device, 
not to mention its very real value 
as a sales tool. 

The creation of a useful trade- 
mark should be preceded by a 
thorough understanding of a com- 
pany’ marketing and communica- 
tion goals. With more than 350,000 
trademarks competing for attention 
today, it becomes obvious that this 
corporate communication device is 
worthy of the best skills manage- 
ment has for planning and develop- 
ment. 


GERALD FRISCH 
EXECUTIVE VICE PRESIDENT 
JIM NASH ASSOCIATES, INC. 

NEW YORK 


= Look for an upcoming article by 
Mr. Frisch on how six companies 
altered their trademarks, and 
the thinking that lay behind the 
decisions. 

EDITOR 
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Both were new an hour ago. One has been a useful tool in 
the hand of an efficient employee. The other—a toy, a baton, 
a teething-ring—everything but what it was meant to be. 
Music by Muzak can help make the difference in your office. 

Don’t mistake Muzak with ordinary background music. 
Scientific studies show how Music by Muzak diminishes 
employee boredom and boosts office morale. Music by 
Muzak, unlike its imitators, has the vast resources and accu- 
mulated skill to provide music scientifically programmed to the 


“Muzak really motivates people. Our in- 
crease in production ts the equivalent of 
seven new employees in just one department, 
with no extra payroll costs.” George B. Long, 
President, 7. Strickland & Company, (major 
private label cosmetic manufacturer) Mem- 
phis, Tennessee. 








requirements of office and factory subscribers. It is psycho- 
logically designed to fill in the valleys of office or shop 
routine, help prevent daydreaming, ease raw nerves and 
reduce the inevitable tension of every-day work tasks. 

The results are impressive. Your staff becomes more ener- 
getic, more efficient, less prone to error and time-wasting. 
What Muzak is and how it can profitably work for your 
company are detailed in the booklet ‘‘Music and Muzak.” 
Write for your copy today. 
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Muzak Corporation - 229 Park Avenue South + New York 3, N.Y. an international Company in the Jack Wrather Organization 
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At an IBM Datacenter, customer program- The Programmed Appl 

mers use ready-made programs to help solve tions Library will m: 

data processing problems. complete industry pr 
grams available. 





ghost writers for computers 


Expert IBM programmers help customers cut costs 


Working behind the scenes at IBM is an unusual group 
of over 300 men and women. They’re specialists who 
develop computer instructions, or “programs.” 

It is what they “write” that lets you translate 
business and engineering language into the lan- 
guage that makes sense to a computer. 

Programming is a demanding process. And it 
takes time. It took, for example, the equivalent of 
45 man-years to develop the FORTRAN (FORmula 
TRANslator) systems which IBM released in 1957. 
Containing 75,000 programmed instructions, FOR- 
TRAN is still the most widely used system for solv- 
ing scientific problems on IBM computers. 


New system to use everyday business language 

IBM programmers are now implementing COBOL*, 
the COmmon Business Oriented Language transla- 
tor. This, like the IBM Commercial Translator in- 
troduced last year, is a programming system in 
which everyday business language becomes the lan- 
guage of computer instructions. The result of all 
these machine languages is a saving in program- 
ming costs that might easily equal 40% of a cus- 
tomer’s data processing system investment. 


Other methods of lowering your costs 
Every IBM customer is entitled to many program- 
ming systems on a no-cost basis. In addition to the ob- 


vious advantages, use of these systems permits you 
to put your computer to work sooner... and frees your 
staff to concentrate on systems design and methods 
of operation, instead of on programming details. 

IBM offers the largest free selection of program- 
ming systems available to industry. The list is being 
enlarged and the programs improved almost daily. 


You can get 2,500 tested programs 
Many IBM customers are members of SHARE and 
GUIDE...progressive and independent IBM user 
organizations. Through these groups, they ex- 
change experiences and ideas, and eliminate dupli- 
cation of programming effort. SHARE and GUIDE 
members developed and contributed a large num- 
ber of the 2,500 tested programs currently available 
through the IBM Program Library. This library is 
established to distribute IBM-written programs 
and programs contributed by IBM customers. 
Your IBM Representative will help you put these 
programs to work. Ask him about them. 


*This is a joint effort of computer 
manufacturers and users under 
the guidance of the Department 
of Defense. 


An IBM programmer 
teaches customers the lat- 
est programming tech- 
niques. 


ppliel Programming routines that translate business 
lma problems into computer language are provided 
y pré to IBM customers without charge. 
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United Air Lines terminal in San Francisco...one of the many major business centers United serves with jets and Cargoliners. 


UNITED AIR LINES, THE WORLD’S LARGEST JET FLEET... 


serves more U. S. cities by jet than any other air- 
line. And every United jet carries freight—up to 
14,000 pounds. United’s jet fleet can put your firm 
on a same-day delivery basis with customers and 
suppliers coast to coast. Many companies use United 
Air Freight to substantially reduce costs of ship- 


WORLD’S LARGEST JET FLEET 


® 


ping, warehousing and inventories. For information| 
and a free copy of United’s Profit Analyzer which| 
will enable you to determine the profitability of air| 
freight for your firm, call your United Air Lines) 
Sales Office, or write Cargo Sales Department, 
36 South Wabash Avenue, Chicago 3, Illinois. 
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PAPER PEACOCK 


Sweetest word 

in the office heard 
“that Ozalid paper's 
a colorful bird.”’ 





















The peacock, they tell us, flaunts color to win attention. (From lady peacocks, we presume). You, too, can attract attention 
with color. But in a more businesslike way. With Ozalid Sensitized Papers you can color-code any engineering or business 
system. Speed and simplify paperwork. Eliminate routing errors. Make sure important or top secret documents get instant 


1on | action when needed. In engineering, for example, “blueprints” no longer need be blue. 
ich } Office systems—production control, order-invoicing, income tax returns—can be coded 
air | by function, status, time or destination. Sales bulletins, charts, graphs, presentations 
nes | can be brightened... made more effective by color. Want to simplify, error-proof your 
. ffice system? Show your colors! Our booklet “Color 
nt, | Ks 
| says sO much...so much faster" tells you how. OZA LI | >) 








Send for it today. Ozalid, Dept. 132, Johnson City, N.Y. WE REPEAT 


Colored Papers speed communication, cut overhead. 12 eye-catching stocks for dry Ozalid and semi-dry © 2 y4N i | [> 


Ozafax machines. Remember: for best results from Ozalid Whiteprinters use Ozalid Paper and Ozalid 
Supplies...we repeat; use Ozalid Paper and Ozalid Supplies. DIVISION OF GENERAL ANILINE & FILM CORPORATION 
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For complete information communicate in confidence with: 


GREATER ST.PETERSBURG - CLEARWATER INDUSTRY COUNCIL 
GREATER ST.PETERSBURG CHAMBER OF COMMERCE 


Jack Bryan, Industrial Director / DepartmentM, St. Petersburg, Florida 
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YOUR COMPANY 
TO JOIN WITH US 
IN 
PINELLAS COUNTY 


Here’s one of the few areas in 
America where it is possible to 
attract personnel in every cate- 
gory without difficulty. 

Why? — No executive or em- 
ployee need be more than 15 
minutes away from home and gar- 
den, from fresh and salt water, 
fishing, bathing, boating, water 
skiing...no more than 15 min- 
utes away from schools, churches, 
shopping centers, recreational 
and social activities. 

All this, plus a favorable busi- 
ness climate...and SUN-sational 
living all year, in this enchanting 
land of flora and fauna. 

Executive decisions, after exten- 
sive site location surveys in many 
areas of the nation, have resulted 
in major companies locating here. 
Their managements will gladly give 
you the result of their findings. 


NOTE: Persons seeking positions 
please write Florida State Employ- 
ment Service, 1004 First Avenue 
North, St. Petersburg. 


Clearwater 
Dunedin 

Gulfport 

Indian Rocks 
Largo 

Madeira Beach 

8 Oldsmar 
Pass-a-Grille Beach 
Pinellas Park 
Safety Harbor 

St. Petersburg 

St. Petersburg Beach 
Tarpon Springs 
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Yours for the asking 


FOR FREE COPIES, USE READER SERVICE CARD OR WRITE DIRECT 


Vv 
How to cut car operating costs 


“A Guide To Business Car Oper- 
ating Methods” has been compiled 
by Studebake«-Packard Corp. 

The 24-page booklet compares 
various fleet plans. It also includes a 
30-point checklist to help cut busi- 
ness car operating costs. 

For your free copy of this inform- 
ative guide, circle number 226 on 
the Reader Service Card. 


Vv 
Two-way radio guide 

General Electric has issued a 16- 
page, nontechnical guide to two- 
way radio. It discusses operational 
methods, adjustments, recordkeep- 
ing and FCC licensing. 


For your free copy of “Under the 
Influence of Radio,” circle number 
235 on the Reader Service Card. 


Vv 
New stock exchange 


A 16-page amply illustrated bro- 
chure on the forthcoming National 
Stock Exchange, New York, is now 
available. The background, pur- 
pose, advantages, and requirements 
of the new exchange are fully ex- 
plained. 


To receive your free copy of “The 
National Stock Exchange,” circle 
number 238 on the Reader Service 
Card. 


Vv 
Cut personnel selection errors 
This eight-page illustrated report 
contains many hints on how to re- 
duce costly errors in the selection 
of executive, sales, office, and plant 
personnel. A full sample set of 
tested application, interview, and 
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check forms will be sent with each 
copy of the report. 

The booklet was prepared by an 
expert for the Dartnell Corp., Chi- 
cago. 


For your free copy of “Develop- 
ing a Better Personnel Selection 
Program,” simply circle number 221 
on the Reader Service Card. 


Vv 
Movable modular walls 


A new line of movable interior 
walls has just been introduced by 
E. F. Hauserman Co. 

Colorful components, slim panels 
and doors are completely inter- 
changeable in this Signature wall 
system. 

Illustrations in a 32-page book- 


let show the products in use and 
detail drawings point up functional 
features. 

For your free copy of this cata- 
log, circle number 255 on the 
Reader Service Card. 


Vv 
Costs of shipping abroad 


A new booklet published by Pan 
American World Airways outlines 
the expenses of doing business on 
a global scale. 

The booklet describes in detail 
the costs of import and export ship- 
ping both on the surface and in 
the air. 


For your free copy of “How to In- 
crease Profit Opportunities World- 
wide,” circle number 237 on the 
Reader Service Card. 





WORTH PAYING FOR... 


Organizing for international operations . . . An authoritative report 
on the organization, history, and method of the foreign operations of 
many U.S. companies. Includes 50 organization charts. Compiled by 
Alexander O. Stanley, 317 pages, $12. Order from American Manage- 
ment Association, 1515 Broadway, New York 36. 


Executive recruiting . . . Answers the question: How do companies 
obtain management talent? Compiled by nine graduate students at Har- 
vard who interviewed over 100 high level executives, and evaluated 
over 500 questionaires. Paperback, 105 pages, $12.50. Order from Execu- 
tive Reports Associates, Box 375, Lake Forest, Ill. 


The measure of management... A practical book with the emphasis 
on managerial problems. How to design the manager's job, outline his 
department boundaries, control business costs, evaluate his performance 
—among other problem areas. By Eliot D. Chapple and Leonard R. 
Sayles, 218 pages, $6.50. Order from Macmillan Co., 60 Fifth Ave., New 
York 11. 


Building the executive team ... A guide to management develop- 
ment discusses the actual structure upon which a management team de- 
pends. Authored by Thomas A. Mohoney, 278 pages, $7.95. Order from 
Prentice-Hall, Inc., Englewood Cliffs, N.J. 
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“The efficiency of our Elliott System let us cut our staff from 9 
to 4 — while our mailing list doubled from 40,000 to 80,000.” 


Whether your list is big or little, Elliott can speed up your 
mailing and save you money. 


Pa ICIOICOIOIU nousrries 


ufacturers of Elliott Addressing Machines and Data Imprinting Systems 


THE UNIQUE TYPEWRITEABLE 
STENCIL, heart of every Elliott System, 
saves space, costs little, gives thousands of 
clean impressions. 


Elliott Industries, Inc. 
143 Albany St., Dept. MM-41, Cambridge, Mas 


Please send me information about the cc 
saving Elliott Addressing System suited to my s 
mailing list, which is 


Name & Title 
Company 

Type of Business 
Street & No 
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Tax quiz 


by Benjamin Newman, Tax Attorney 


Meals 


When can meals be deducted as legitimate 


business expenses? 


The question—If your business trips do not require you 
to stay away from home overnight, can you call the 
cost of your meals a business expense, and deduct it 
from your taxable income? 


The facts—A construction contractor carried on nu- 
merous jobs at the same time. His home, his office and 
his shop buildings were all located in the same city, 
but the job sites for his contracts were spread over 
large areas of his home state. 

As the sole owner and manager of the business, he 
maintained close personal supervision over each job. 
Such supervision necessarily entailed extensive travel 
between the job sites and his home city. These busi- 
ness trips often required him to stay away from home 
overnight and he invariably carried sleeping clothes 
and toilet articles in his car when he left on trips. Most 
of the time, however, he returned home in the eve- 
ning. 

He deducted the entire cost of the business trips 
from his taxable income as “travel expense.” However, 
that portion of the travel expense which represented 
the cost of meals incarred on trips not requiring the 
contractors overnight absence from home was disal- 
lowed by the Commissioner of Internal Revenue. 


The ruling—At a hearing before the Tax Court, the 
contractor conceded that it had long been the practice 
of the Commissioner to apply the so-called “overnight 
rule” in determining whether particular expenses were 
deductible business expenses or non-deductible per- 
sonal expenses. He attacked the rule on the grounds 
that it was arbitrary and unreasonable. 

The decision of the Tax Court was that the “over- 
night rule” is justified by section 162(a) (2) of the In- 
ternal Revenue Code. That section allows a deduction 
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100% ) 
FINANCING | 
PLAN 





For Plant Expansion 
Without Capital os 
Investment ed 





Rhode Island’s unique 100% Lease-Purchase 
Financing Plan has been in operation since Jan- 
uary 1959. During this relatively short period of 
time nearly 11 million dollars in new plant con- 
struction has been approved and guaranteed by the 
State of Rhode Island. 

These plants represent over 1,270,000 square feet 
of new manufacturing space, now either completed 
and in operation or currently under construction. 
This is positive proof that industry management 
considers Rhode Island’s 100% Financing Plan to 
be practical, workable and financially sound. 

We invite your consideration of Rhode Island as 
a location for your new plant or branch operation. 
Excellent sites and building shells are available — 
and of course, Rhode Island’s 100% Financing Plan 
is available to you for immediate expansion. 


Write for new 100% Financing 
Plan booklet and complete details. 


*Names proudly given on request! 


Rhode Island Development Council 


108 Roger Williams Building, 
Hayes Street, Providence, Rhode Island 
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Not all Magliner Magnesium Dock Boards are 914 years 
old. Some are even older, and thousands are newer. The 
old ones, you see, sell the new ones as more companies 
discover that /onger quality and /onger service life are built 
into every Magliner. They’re man savers, time savers, 
money-savers, too! Send today for your copy of “Difficult 
Dock Problems’’—the bulletin that helps you spot and 
correct high-cost dock loading problems. 


MAGLINER 


MAGNESIUM DOCK BOARDS 


Request Bulletin DB-204, Magline Inc., P.O. Box 44, Pinconning, Mich. 
(Circle number 128 for more information) 











Jacksonville’s Got It! 

The best for business and 
industry. The South’s solid 
success—JACKSONVILLE. 





Capt. B. C. McCaffree, 

Executive Director, Committee of 100, 
Jacksonville Area Chamber of Commerce, 
604M Hogan Street, Jacksonville 2, Florida 
Dear Captain Mac: Please send the facts about 
modern-day Jacksonville! 


Name 





Title 





Bus. Address 





City Zone —— State 


Pl 








Electric and Water Utilities 
City of Jacksonville, Florida 
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for “traveling expenses (including the entire amount 
expended for meals and lodging) while away from 
home in the pursuit of a trade or business.” 

In the opinion of the Tax Court, a person who com- 
pletes a business trip in one day has not been “away 
from home” within the meaning of the section and 
consequently cannot claim the deduction granted by 
the section for meals eaten on business trips “away 
from home.” 

Allan L. Hanson and Florence S. Hanson v. Com- 
missioner, Docket No. 78221. 35 T.C., No. 49. Filed 
Dec. 12, 1960. 


Medical vacations 


Are all costs tax deductible? 


The question—If you took a trip to Bermuda with your 
wife solely for medical reasons, could you deduct from 
income taxes the cost of your transportation, meals 
and hotel? 


The facts—In February, 1956, a businessman under- 
went two emergency operations which resulted in the 
removal of most of his stomach. He remained in the 
hospital during most of that month and when he was 
discharged from the hospital he was still in a greatly 
weakened condition. His weakness persisted and on 
March 6, 1956 he took a plane to Bermuda for further 
convalescence. He stayed in Bermuda for nine days 
and then returned to his home, where he convalesced 
for six more weeks before he found himself able to 
return to work. When he did return to his job, he was 
still too weak to work on anything but a part-time 
basis. 

When he filed his income tax return for 1956, he 
claimed the full cost of the trip to Bermuda, including 
transportation, meals and lodging for himself and his 
wife, as a deductible medical expense. The Tax Com- 
missioner disallowed the entire claim and the business- 
man asserted his right to claim the deduction by 
bringing suit against the Tax Commissioner in the Tax 
Court. 


The ruling—The Tax Court unanimously ruled that the 
trip taken by the businessman and his wife was under- 
taken solely for medical reasons and that, conse- 
quently, the cost of transportation for both him and 
his wife was a deductible medical expense. A minority 
of the judges felt that the cost of meals and lodging 
was also deductible; they cited another case to sup- 
port this judgment. However, the majority of the court 
expressly overruled the minority on this point and 
ruled that Congress, when it enacted the present 
“medical care” deduction [section 213(e) (1) of the In- 
ternal Revenue Code], intended to limit the deduction 
of away from home medical expenses to the cost of 
transportation and to exclude deduction of meals and 
lodging. 


Max Carasso and Fannie Carasso v. Commissioner, 
Docket No. 13590. 34T.C., No. 119. Filed Sept. 30, 
1960. 
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sMoblBoweseites(-3 Offset department 
ean be YOURS 
ies}auels\-masteheea GOllar an hour! 


For less than a dollar per working hour, you can pur- 
chase a complete ATF offset department, including: 
press, camera, darkroom sink, negative layout table, 
platemaker, and utility table. If you have some 
seldom-used equipment to trade in, chances are you 
will need little or no down payment. 

Or you can lease the complete “package”—or any 
part of it—without trading in any equipment or 
making a down payment. 

Either way, you get brand new equipment—and 
only what you need—on the easiest terms. You can 
pay as you go and make a profit as well. 

Heart of this plan is the ATF Chief 15, the small 
press with the big press features...the press which 
has been chosen by over 1500 professional printers. 
You can see this press and the related “package” 








equipment in operation at your nearest ATF Branch 

















i Office; or your ATF Representative will supply full 
details, including a folder, “How to Set Up for Off- 
: set,” which outlines various plans and choices of 
equipment. If you prefer, use the coupon below. 
ATF Type Faces used in this advertisement: heads, Craw Clarendon; 
text, Bodoni Book; coupon, News Gothic Condensed. 
| 
| American Type Founders, Dept. D 
200 Elmora Avenue, Elizabeth, N. J. 
j I'm interested in your “Offset Package Plans” on a () purchase 
; Cl lease basis. 
1 Name Title 
® | 
American | ees 
Type Street and Number 
City Zone State 
Founders } (If you have trade-in equipment, list descriptions, models, serial numbers) 
(Circle number 104 for more information) 
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Here’s how ADC 


The Air Defense Command, Hamilton Air Force 
Base, cuts manpower and time in processing vital air- 
craft maintenance instructions through the use of 
Electrowriter Systems. Writing directly on an Elec- 
trowriter Transmitter, Central Maintenance transmits 
a description of the maintenance requested by an in- 
coming aircraft. A pushbutton selector chooses the 
stations to receive the message. At Hamilton, there 
are nine receiving stations for Field Maintenance and 
eight receiving stations for Armament and Electronic 
services. Each shop concerned with the maintenance 
required receives the instructions instantaneously, as 
they are written. 


Acknowledgement 
Electrowriter Electrowriter Board 
Receiver Transmitter oO 
efi [48 st] |8 ¢ 
O O- Ss oO 
ened ; 8 Push Button 0° 
Monitor %e., Selector Stations e¢ 





















Dispatcher 


AT HAMILTON AIR FORCE BASE 


The Electrowriter System combines the speed of 
the telephone voice with the accuracy of written in- 
structions. Only one writing of the instructions is 
needed throughout the entire system. Speed and ac- 
curacy is increased and manpower is saved. 

Perhaps Electrowriter can bring added 


efficiency and speed to your communica- 
tion system. Write for full information, 








COMMUNICATION SYSTEMS BY 


COMPTOMETER 
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The Hollow Tree Story . . . How Heller Money 
assembled the pieces of a corporate picture puzzle 


It was in June 1956 that Bill Moores, President of Hollow 
Tree Lumber Company, Ukiah, California, told Heller 
about his wish to expand. Hollow Tree wanted to acquire 
the standing timber of two other companies. A couple of 
big sawmills, drying and finishing plants, rolling stock and 
a lumber inventory were also involved. So was the question 
of producing and profitably selling several million more 
board feet of lumber annually. 


Heller recognized that Hollow Tree could operate on a 
more profitable basis with the proposed expansion program. 
A combination of several methods of Heller financing was 
indicated. Heller Factoring created the cash flow required 
for working capital needs. Heller funds, combining inventory 
and machinery and equipment financing, provided the pur- 
chase money immediately required to make the acquisition— 
additional profits from the expanded facilities would easily 
complete the term pay-out of the balance. 


Over one billion dollars annually 
for industry 


(Circle number 121 for 
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The result is a matter of record. At the dates of July 31, 
1956 and March 31, 1960, Hollow Tree’s ratio of net worth 
to sales volume remained constant at approximately one 
to seven, but net worth, in the interim, increased by 72%, 
sales by 65%. 


Mr. Moores realized what he had envisioned—a picture 
greater than the sum of its original parts, and expanded 
profits without equity dilution. 


Heller financing functions at nearly every level of nearly 
every industry. This enables Heller to help develop and 
prosecute the strategies which use money creatively in en- 
abling progressive managements to realize their greatest po- 
tential. In these changing times you ought to know about 
Heller’s various services—outlined in our newest booklet, 
“Financing Business Action Under Today’s Conditions,” 
Write for your copy—no obligation whatever. 


Write Dept. MM-4 


Walter E. Heller & Company 


105 W. Adams Street, Chicago 90, Illinois © 342 Madison Ave., N.Y. 17 
Fulton National Bank Building, Atlanta 3, Georgia 

Walter E. Heller & Company of California, 849 S. Broadway, Los Angeles 14 

Walter E. Heller & Company of New England, 31 Milk Street, Boston, 9, Mass. 
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Throw away your old ideas about printing papers. 


The old idea that only a heavy paper is bright __ beautiful printing results in halftone or line, black 
and opaque enough for fine printing is now out- and white, and color. It can cut your postage in 
moded. Olin has developed a new concept in _ half, and reduce the bulk and weight of your print- 
papers, called Waylite. It’s a lightweight stock as ed material. Ask your Olin fine paper merchant 
opaque as many papers twice its weight, with ex- about Waylite or write to us. Once you’ve seen it, 
treme whiteness and great strength. Waylite gives —_ you’ discard your old ideas about printing paper. 


oF 
PACKAGING DIVISION Cf im 


ECUSTA PAPER OPERATIONS, PISGAH FOREST, NORTH CAROLINA AP! 
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IF you have a problem in 


INTERCOMMUNICATION 




















«and you know that one company “wrote the book” on all kinds 
of communications 





ee«-a company which offers every type of communications equip- 
ment and service 


e-.and has settled more business communications problems for 
more customers than any other company in the world 





» « e Which requires no capital investment on your part and provides 
dependable maintenance service at no extra cost 


. | » «+ doesn’t it make good sense to discuss your intercom problem 
with our Communications Consultant? Just call your Bell 
OE Telephone Business Office for this free consulting service. 


| BELL TELEPHONE SYSTEM 


THE ONE SOURCE FOR ALL BUSINESS COMMUNICATIONS 
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oy A WORLD LEADER... PROVIDING QUALITY PRODUCTS FOR HOME, OFFICE. AND INDUSTRY. 
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Oalionals with Card Punch Intercouplers 


save $35,000 annually, returning 200%!” 


—MINNESOTA MINING & MANUFACTURING COMPANY, St. Paul, Minnesota 


*‘Current cost records, automatic 
creation of punched cards, control 
over cash receipts, up-to-the-minute 
accounts receivable accounting, and 
efficient adding machine listings are 
just some of many jobs handled on 
our National machines. 

“National Accounting Machines 
with Punched Card Intercouplers in 
our Traffic Department alone save us 
$35,000 each year, which is 200% 
annual return on our investment. 


“In addition to these dollar-and- 
cent savings we have been impressed 
with the versatility of our National 
machines. They have permitted us 
to meet changing requirements and 
in every case, to keep abreast of cur- 
rent trends.” 


KOA ater 


H. P. Buetow, President 
Minnesota Mining & Manufacturing Company 


In any business, National machines pay for themselves with the money they save, then continue savings as 
annual profit. Your National man will show how much you can save. See yellow pages in your phone book. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES © 77 YEARS OF HELPING BUSINESS SAVE MONEY 
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Punched cards are created 
automatically as a by-prod- 
uct of posting to the freight 
accounting records. 


An impressive list of quality products: 
“SCOTCH” brand pressure-sensitive adhesive 
tapes...“SCOTCH” brand electrical prod- 
ucts ...“SCOTCH” brand magnetic tape... 
“SCOTCHGARD” brand stain repeller... 
*“*SCOTCHLITE” brand reflective sheetings 
...“THERMOFAX” brand copying machines 
and copy paper... “SASHEEN” brand ribbon 
... “3M” brand photo-offset plates... ‘“3M” 
abrasive paper and cloth... ‘‘3M” adhesives, 
coatings and sealers...‘‘3M”’ roofing granules 
. “3M” chemicals. 


*TRADE MARK REG. U. S. PAT. OFF. 


Salional* 


ACCOUNTING MACHINES 
ADDING MACHINES + CASH REGISTERS 
ELECTRONIC DATA PROCESSING 
wer paper (No Carson Reauiren) 
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Workshop for Management 


PRACTICAL IDEAS YOU CAN USE RIGHT NOW! 


CHECK UP ON 
YOUR LEADERSHIP 


* Epwarp McSweeney of Perkins- 
Goodwin Co. has compiled a list 
of 11 questions covering the most 
important areas of leadership. If 
you can answer yes to all 11, you're 
a good leader. 

Do you lead, rather than drive? 
The leader's subordinates move be- 
cause they want to; the driver's 
because they have to. 

Do you stay off a pedestal? Re- 
mind yourself that you are serving 
the group, not the group serving 
you. 

Do you let people feel important? 
Let them feel they are important 
to the group. 

Do you let people feel they are suc- 
cessful? 

Do you compliment a subordinate 
who has done an unusually good 
job? 

Do you back your subordinates up? 
If you don’t stand behind your 
men, they won’t stand behind you. 
Do you explain yourself fully? Re- 
member to explain not only what 
to do, but why it should be done. 
Do you keep your fears to yourself? 
Confidence breeds confidence. Fear 
breeds fear. 

Do you listen patiently to griev- 
ances? Each man’s problems are 
important to him. Don’t court dis- 
sension by being too abrupt. 

Do you criticize in private? To hu- 
miliate a subordinate before his 
peers can gain you nothing. 
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Do you trust your subordinates to 
carry out their responsibilities? 
Constant meddling can only lead 
to dissatisfaction. 


PURCHASE ONLY AFTER 
COMPETITIVE BIDDING 


® Dogs youR COMPANY do its pur- 
chasing through a fully controlled 
and carefully checked system of 
competitive bidding whenever or 
wherever possible? 

If not, you may be in danger of 
foolish and unnecessary expendi- 
tures. 

The slightly greater amount of 
time consumed in using a bidding 
system is well worthwhile, most 
business buyers believe. Bid buying 
avoids the quick decision that may 
force you to pay an unnecessarily 
high rate, engage a firm that sub- 
sequently can’t do the job, or en- 
gage a firm that presents a cheap 
but worthless product. 

In a recent poll taken by the 


United Shareholders of America, 
it was found that 88% of the public 
owned American corporations on 
the stock market use a system of 
competitive bidding. 


CONSIDER SOME OF 
THESE COST CUTTERS 


= As A RESULT OF the current reces- 
sion many firms are looking at their 
management costs in order to find 
places for further cuts. Here is a 
list of what a few companies are 
doing. 

General Electric has carefully stud- 
ied its need for middle management 
executives and has found it possible 
to prune dozens of most of them in 
the $15,000 to $30,000-a-year cate- 
gory. 

Sheraton Corp. asked all executives 
in its Boston home office earning 
more than $13,000 a year to take 
a “voluntary” 6% salary cut. The 
managers of the company’s hotels 
received a similar “request.” 

The Pennsylvania Railroad cut 
down on expenses by no longer 
buying club membership for some 
of its upper-level officials. 

Some companies are dropping ex- 
ecutives who head such activities 
as stockholder and community rela- 
tions. These men, they feel, have 
no impact on current sales and 
profits and are therefore expend- 
able. 

Douglas Aircraft Co. put pay cuts 
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“We keep our 
inventory 
in the air 


... by using Delta Air Freight” 


~ = 











Scripto (Atlanta), world’s largest pro- 
ducer of writing instruments, keeps inven- 
tories to a working minimum by air lifting 
merchandise. 


“A low inventory means more capital 
freed for productive work,”’ reports 
Ramon Alvarez, Assistant Vice-Pres. 
and export manager. “That’s why we 
use Delta Air Freight for fast, inexpen- 
sive shipments within the U.S.A., and to 
international airports for connection 
with overseas carriers. Air Freight helps 
us keep fotal distribution costs low.” 


Profit from Delta’s 
BIG PLUS 


— 





Delta operates all-cargo flights and in 

addition carries freight on every pas- 

senger flight, including Jets. All-Cargo 

flights serve Atlanta * Chicago * Char- 

lotte * Dallas * Houston * Memphis 

¢ Miami ¢ New York * New Orleans 
¢ Orlando ¢ Philadelphia. 


DOOR-TO-DOOR 








GENERAL OFFICES: ATLANTA AIRPORT, ATLANTA, GA, 
(Circle number 112 for more information) 
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of 25% through last year for officials 
making over $50,000 a year. 
Continental Can Co. began last Au- 
gust to keep a closer watch on long- 
distance telephone calls placed by 
executives. Since then its monthly 
phone bill has been cut by 52%. 
Many other companies have cut 
down on unnecessary travel for ex- 
ecutives. That business-pleasure 
trip to Florida may well become a 
thing of the past. 


LET YOUR EMPLOYEES 
SEE THEMSELVES 


ms ONE WAY OF LEARNING to control 
your temper is to look at yourself 
when you are angry. If any of your 
employees have to deal with the 
public by phone or in person, it 
may be helpful to hang a mirror 
nearby. 

The foreman in the complaint de- 
partment of Farmers Needs, Inc. 
did just that. Continually irked by 
bad public relations, he placed full 
length mirrors all around the walls. 
Result? Personal appearance at 
Farmers Needs has greatly im- 
proved, telephone conversations are 
more tactful, employees as a whole 
are more cheerful and_ pleasant; 
and the most irate customer, catch- 
ing a glimpse of himself in the mir- 
ror, works desperately to control his 
temper. 


GET THE MOST 
FROM TEMPORARY HELP 


= A TEMPORARY EMPLOYEE can only 
function at top efficiency if proper 
preparations are made for her ar- 
rival and orientation. 

Harold W. Dickhut, general man- 
ager of Stivers Office Service, Chi- 
cago, offers these suggestions to 
smooth the way for temporary help. 

1. Specify detailed descriptions 
of exact job requirements. For in- 
stance, suppose you need a typist. 
Is the typing statistical? Will an 
electric typewriter be used? 

2. Brief an assistant or reception- 
ist on what to do if you are unavail- 
able when the worker arrives. 

3. Prepare work area in advance 
so the individual doesn’t have to 
waste time waiting. 

4. Have all necessary equipment 





and supplies ready and in good 
working order. 

5. Make certain all desk drawers 
and file cabinets are unlocked or 
have keys available. 

6. Be sure the worker under- 
stands the job instructions. Spot 
check her work at reasonable inter- 
vals. 

7. If you are not at hand to an- 
swer questions, appoint someone 
qualified to give the right answers. 
Introduce the worker to anyone she 
may need to confer with. 

8. Prepare a sample kit of letter- 
heads and other materials she will 
need. Include a list of staff mem- 
bers’ names and titles—spelled cor- 
rectly. 

9. Explain your company policy 
on rest periods, smoking, personal 
calls, coffee breaks and lunch pe- 
riods. The temporary worker will 
want to conform. 

10. Don’t expect the worker to 
shift for herself. Accept her and 
treat her as you would one of your 
regular employees. Ask some of her 
co-workers to invite her for coffee 
breaks or for lunch. Give her the 
feeling of belonging to the group. 


TRIM ANNUAL REPORTS 
TO SAVE DOLLARS 


= MAny FIRMS ARE giving close at- 
tention to the annual reports in an 
effort to cut costs. 

Consolidated Freightways _ re- 
ported it would print 40,000 copies 
of its 1960 annual report, instead 
of the 50,000 it printed last time. 
At the same time, the company 
said it would reduce the size from 
32 pages to 20. 

Food Machinery & Chemical has 
stopped sending reports to its 16,- 
000 workers, thus cutting down on 
circulation. 

Many firms are concentrating on 
the design and art work in an effort 
to cut costs. Admiral reported it 
would “keep art work to a mini- 
mum” and Raytheon said it planned 
to use two colors instead of four. 
Boston Edison reported a_ switch 
from letterpress to lower cost lith- 
ography. 

There is the possibility of cutting 
the cost of mailing. Armstrong Cork 
said it would cut postal cost by 
2 1/2 cents a copy by delivering 
reports to distribution points, and 
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Copying Perfection at a Budget Price! 


- Loaded with features formerly found only on 
THE BRAND-NEW, AMAZING expensive copiers! 


se NN NO a - No more solution handling with No-Mix Car- 


tridge. 

- Copies any color—anything printed, written, 
typed, drawn! 

- No installation needed, just plug it in! 












- Beautiful, compact designer housing! Paper 
Safes built in! 

> Reproduces with startling, jet-black clarity on 
snow-white paper! 

- Fast! Only seconds per copy! So simple any- 
one can operate it! 

- Precision-engineered for trouble-free opera- 
tion year after year! 

- Lifetime free service guarantee. 
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FIRST CLASS 
PERMIT No, 122 
NEWTON, N. J. 





TRANSCOPY, inc. 


10 Paterson Ave. 
Newton, N. Jd. 


IIIT 
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Find out how you can cash 


Write today tor 
these 3 free helpers! 


SEND RETURN CARD 
Learn More About How 
TRANSAMATIC Can Help Your Office Efficiency! 





Transcopy, Inc., Dept. T-4, 10 Paterson Ave., Newton, N. J. 
Gentlemen: 

Yes, |’d like to learn more about how new, budget-priced TRANSAMATIC can 
save time and money in my office. |’d appreciate the following: 


(] FREE Transamatic Fact Sheet 


[} FREE BOOK—‘‘How to Solve Office Problems 
on the Spot” 
] FREE, NO-OBLIGATION DEMONSTRATION—Have your 
representative call me for appointment. 
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in on increased office efficiency 
offered by low-cost Transamatic! 





LEARN HOW YOU CAN SAVE 


Ymportant 
39 FREE OFFER 


FREE TRANSAMATIC FACT SHEET — All the 
important details on the exciting, new 
copier that incorporates dozens of expen- 
sive features at a budget price! 


FREE BOOK—“HOW TO SOLVE OFFICE PROB- 
LEMS ON THE SPOT” —Iinteresting, easy-to- 
read book is packed with tips on office 
efficiency. Gives you hundreds of ways to 
save time and money! 


FREE, NO-OBLIGATION DEMONSTRATION — 
See Transamatic handle your own particular 
problems in your own office. Watch the fast, 
Clear, easy-to-get results for yourself! 





“Read! See 


FOR YOURSELF! 


Get all 3 at no cost, no obligation now! Learn 
how Transamatic will lower your expenses, 
save time, boost efficiency. 
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then mailing them third class in- 
stead of first. 

But be careful. Standard Oil 
(Calif.) thinks of its annual report 
as a selling tool and one of the last 
places for any cutback. 


SHOULDER YOUR SHARE 
IN FIGHT AGAINST CANCER 


= YouR COMPANY has a stake in can- 
cer detection, care and cure. 

Last year, this dread disease kept 
300,000 workers off the job. It’s re- 
sponsible for more lost manhours 
than any other single disease. 

Lost wages and medical costs 
due to cancer in 1960 totaled a 
staggering $400 million. 

Of the 190,000 workers who will 
develop cancer this year, 100,000 
will die. This toll could be cut if 
more people knew that cancer can 
be cured or arrested. 

April is Cancer Control Month. 
To help wage the war against this 
cruel disease, the American Cancer 
Society suggests that your company 
help in these ways: 

1. Open your doors to cancer 
education programs for employee 
groups. 

2. Make a corporate contribution 
to the American Cancer Society. 

3. Encourage employees to serve 


as volunteers in the Crusade 
Against Cancer. 

HOLD BUSINESS MEETINGS 

OR CONVENTIONS AT SEA 

s CARIBBEAN BUSINESS OR SALES 


MEETINGS are a new concept which 
many companies can consider. Car- 
ibbean Cruise Lines, Inc. has been 
pushing conventions at sea and re- 
ports that they have increased 75% 
in the last two years. 

Surprisingly, the cost of a cruise 
meeting is comparable with that 
of city conventions, the line reports. 
Besides the luxury angle (most ex- 
ecutives are bringing their wives) 
there is the added advantage of 
a captive audience. When meetings 
are held you can be pretty sure 
of 100% attendance since all per- 
sonnel will be in reach of the ship’s 
intercommunication system. 

The size of your company is not 
a drawback. It is possible to ar- 
range charters for any number, 
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Will a Country Club membership 
pay off in sales contacts? 


Joining a country club for sales contacts 
is a good idea, but is it practical? Such 
social contacts are not only expensive, 
but they are not available in sufficiently 
large numbers. 


On the other hand, sales executives esti- 
mate it costs from 7 to 17 dollars for 
every call a salesman makes under nor- 
mal selling conditions. Any way you 
look at it, a sales lead costs money. 


To reduce selling costs, our customers, 
who employ more than 250,000 sales- 
men regularly use Reply-O-Letter— 
direct mail’s most effective contact- 
maker. You can, too. 


As the name implies, there’s a Built-In 
reply card in a special “pocket” behind 
Reply-O-Letter. No stamp is needed to 
reply, not even a signature! 














REPLY-O-LETTER 


ORDINARY LETTER 


Above is Reply-O-Letter (A), and an 
ordinary letter (B). When a prospective 
buyer receives the ordinary letter his 
natural reaction is to pick up the loose 
reply card and read the offer without 
first having read the sales message. 
When this happens he feels he is asked 
to decide on something he doesn’t know 
very much about. Now see how Reply-O- 
Letter works: the letter with its strong 
selling message is read first. The copy 
has an opportunity to convince the 
reader. In addition, the life of a Reply- 
O-Letter is longer because letter-and- 
reply-card are never separated until the 
buyer is ready to act. Reply-O-Letter 
boosts your direct mail results by as 
much as 30% to 50%. One user says, 


“Spending money for an ordinary letter 
is like buying a suit without pockets”! 





See how Reply-O-Letter cuts through 
office routine. No secretary needed. No 
envelope. No stamp. Not evena signature. 


All the sales contacts you want! 


For over 26 years the Reply-O-Letter 
organization has helped prepare and 
launch literally thousands of programs 
to produce sales contacts for all kinds 
of products and services and under all 
kinds of circumstances. Our writers and 
artists, our unequalled experience and 
our record of tangible results are your 
assurance of maximum sales contacts for 
your salesmen. Yet, you can be sure 
Reply-O-Letter costs less than an ordi- 
nary multigraphed filled-in letter with 
card loosely enclosed. 


Why join a country club? Perhaps the 
question should be...when? Try Reply- 
O-Letter first. A lot of men can afford to 
belong to country clubs because of the 
profitable sales contacts they gained via 
Reply-O-Letter. 


Reply-O-Letter can help you. Our book- 





LST TER let, “The 3 R’s of 
x *% Direct Mail” tells 
OR e 
| } how...Send for it 
4, +  today...on your let- 
¢ 2 
Cs a? terhead, please. 


REPLY-O-LETTER 
3 Central Park West ¢ New York 23 


(Circle number 142 for more information) 





37 


























| etn 





PORT HURON SULPHITE & PAPER CO. 


(Circle number 140 for more information) 


38 


HOW MUCH 
plo 40) 8] ;. 
CARBON 

1 OF @ ) Bd | 


The hidden element in pin- 
pointing the cost of carbon 
copies is the number of times 
carbon paper is used before 
it is discarded. We’ve pre- 
pared a study to help you 
determine the cost of your 
carbon copies. Folder HC-22 
is yours for the asking. 


You’ll discover what more 
and more firms are learning 
every day ... that the most 
efficient and economical way 
to produce carbon copies is 
with Huron Copysette, our 
patented manifold carbon 
paper set. 


At its new low price, Huron 
Copysette is America’s best 
office supply buy. 


Available in Canada through 
APSCO PRODUCTS, LTD., Toronto, Canada 


“Cppet 


LL on 


Patented 


MANIFOLD CARBON PAPER SETS 


PORT HURON, MICHIGAN 


*Licensed under Kerr Patent No. 2,557,875 
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from small family-size groups to 
a full shipload of more than 700 
passengers. 


PAY YOUR EMPLOYEES 
TO LOSE EXCESS WEIGHT 


= OVERWEIGHT PEOPLE TEND to be- 
come sluggish and lack pep. It may 
pay you to give them an incentive 
to lose weight. 


Manager Frank Mey of the Na-. 


naimo Realty Co. in Nanaimo, 
British Columbia, offered $25 for 
the first 10 pounds of excess weight 
lost by employees, and $2.50 for 
each additional pound. 

He paid out $325 to his staff last 
year, but sales went up by 15%. One 
of the top salesmen dropped 60 
pounds in 60 days, and doubled his 
sales. 


FIND OUT IF YOU 
WASTE MONEY ON MAIL 


= THE WRONG MAIL METHOD can 
cost you both time and money. 
Smith-Corona suggests you review 
some of the postal services and de- 
cide if you’ve been using the proper 
ones. 

Registry service is costly for the 
good reason that the post office 
gives you a receipt for your parcel. 
This service is designed to protect 
you against loss of money or valu- 
able papers, but if you're not send- 
ing valuables, why use _ registry 
service? 

Certified mail also will give you a 
receipt when you mail, but is only 
slightly more than regular postage. 
Much of your registered mail may 
need only be certified. 

Special delivery. With this com- 
monly used service, your mail is 
dispatched by special messenger as 
soon as it arrives at the destina- 
tion post office. But are you over- 
using special delivery—and creat- 
ing insidious costs? Unless you are 


in a great hurry this is a good serv- 
ice to forget. 

Special handling. Parcel post pack- 
ages will be handled first-class mail 
while in transit. This is much 
cheaper than special delivery. 


TAKE A WORK 
INVENTORY 


a YOU MAY BE APPALLED to find out 
how many manhours are wasted 
on jobs that are no longer import- 
ant to your business. 

1. Find people compiling reports 
that serve no purpose. 

Find records and forms set up 
that don't do anything for the or- 
ganization. 

3. Find little side jobs that really 
don't contribute much to the main 
effort. 

You can attack this waste if you 
prepare a work inventory like any 





other inventory. The work inven- 
tory should be used to find out 
what jobs each person is doing. 
Then, using the work inventory, 
throw away waste work, and redi- 
rect time spent on doubtful work 
to more critical situations. 

Take a work inventory at least 
once a year, says Systemation. You 
can take it faster than you can in- 
ventory your stock, materials, or 
property, and it may be many times 
more valuable. 


HAVE SALESMEN 
FIGURE OWN TIME VALUE 


= Most SALESMEN DON’T REALIZE the 
dollar value of an hour spent in 
actual selling. 

To calculate the money value of 
his time, all a salesman needs to 
know are these facts: 

1. How much he wants to earn 
this year. 

2. There are 1,952 working hours 
in 244 work days. 
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He then simply divides his earn- 
ings goal by 1,952 hours. The an- 
ser is his hourly value. 

For instance, here are the 
rounded figures for some attainable 


goals: 


Earnings Hourly 
goal value 

$10,000 $5.10 
20,000 10.20 
25,000 12.80 
30,000 15.35 
40,000 20.40 
50,000 25.50 


With this dollar value per hour 
in mind, Robert DeCrane, sales 
manager of Uhrden, Inc., Dennison, 
Ohio says his men see how vital it 
is to allot their total time judi- 
ciously and profitably. 

Then, to clinch the importance of 
time spent selling, he has them fig- 
ure the worth of hours actually 
spent in sales calls. 

The “average” salesman has just 
976 hours in each year during 
which he faces his prospects to try 
to close sales. To see how each 
money making hour mounts in 
value, take a look at these rounded 
figures: 

Selling hour 


Earnings goal value 
$10,000 $10.20 
20,000 20.50 
25,000 25.60 
30,000 30.75 
40,000 41.00 
50,000 51.20 


SUPPLY CUSTOMERS 
WITH PUBLICITY-GETTING GUIDE 


s Here's A GoopwiLL builder that 
could be adapted readily by any 
firm—particularly one serving a 
homogenous segment of business. 

American Furniture Co., Inc. de- 
signed and distributed a publicity 
kit to each of its hotel and motel 
customers. 

The piece is a workmanlike 
guide on how to handle a publicity 
program. Tab indexed sections in- 
clude a timetable for releases, 
ground breaking ceremonies, open- 
ing activities and samples of news 
announcements. 

A personalized letter from the 
manager, James T. Hay, shows how 
to use the manual, offers further 
help on publicity problems, and 
wishes the client good luck. 
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Beware: 











A competitor who, because he knows his costs . . . keeps his inventory at a 
minimum to free working capital for other uses... has up-to-the-minute 
information on production and other operations . . . enters and acknowledges 
customer orders swiftly ...has modern, fast, accurate paperwork proce- 
dures, can really make things tough. ™ If you suspect that your firm’s 
competitive position could be improved by overhauling the procedures in 
any of its operations, call in your Standard Register salesman. He can help 
you get more competitive fast, because he’s schooled and skilled in devising 
efficient paperwork systems and designing forms which get the most from 
them. ™ Pick a system, ask him to give you his improvement ideas and 
make your competitors beware of you. 


STANIDARD REGISTER 
@ BUSINESS FORMS 





PAPERWORK SIMPLIFICATION / THE STANDARD REGISTER CO., DAYTON 1, OHIO 
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...1et Hertz foot the bill! 


It may sound incredible, but it’s true. When you lease from 
Hertz, your trucks are serviced and maintained by experts 
—and the experts’ salaries are paid by Hertz! 

“‘Service’’ at Hertz is interpreted in the broadest terms — it 
means far more than keeping trucks looking good and run- 
ning well. It means the buying of licenses and insurance. 
It means regular washing and cleaning of trucks. It means 
painting and lettering trucks to the customer’s instructions. 
It means garaging, on-the-road emergency service, gas and 
oil—and more! 

This is what one businessman says: “I switched over from 
ownership to Hertz Truck Leasing for one big reason. I was 
spending too much time on truck details—paper work and 


all that. And I wasn’t getting good maintenance work for 
my money, either. Now Hertz does all this for me, and they 
do it better than I did. All I do is pay one fixed amount a 
week. I take care of my business—and Hertz takes care 
of the trucks!”’ 


Work crews at Hertz take a very sensible view of truck main- 
tenance. They say the time to stop trouble is before it starts. 
They call this “‘preventative maintenance.”’ It means that 
trucks are carefully inspected according to a strict schedule. 
If any signs of wear are discovered, they are corrected 
long before they can cause breakdowns and delivery delays. 
Detailed records are kept on all leased trucks —age, gas and 
oil consumption, mileage, record of repairs, etc. It’s a time- 








consuming job, but a necessary one if trucks are to be kept 
in the best operating condition. 

“One thing I like about leasing from Hertz,’ says one 
man, “is that I’m never short on trucks. If one is tied up 
for repairs, Hertz supplies a replacement. If I need extra 
trucks for peak periods, I get them fast.”’ 

If you’d like to know more about Hertz Truck Leasing, get 
in touch with the office nearest you. A Hertz sales engineer 
will tell you how flexible the service is. For example, trucks 
are custom-engineered to suit any kind of business. There are 
also many capital advantages in Hertz Truck Leasing —you 
can turn your present fleet in for cash and get new GMC, 
Chevrolet, or other famous make trucks of your choice. 


LEASE 


You will be surprised to learn how many tangible benefits 
there are to Hertz Truck Leasing. Call your local Hertz 
Truck Lease office. Or, write for booklet—“‘How To Get 
Out Of The Truck Business’’—to Hertz Truck LEASE, 
660 Madison Ave., New York 21, N. Y. Dept. D-4, 


no investment...no upkeep 


TRUCKS 


HERTZ ALSO RENTS TRUCKS BY THE HOUR, DAY, OR WEEK 
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Why 


college 





recruiting 


fails 


AND HOW TO MAKE IT PAY OFF 


This is the peak of the college recruiting season. It’s a good time for 
you to take a cold, considered look at recruiting methods. If you now 
recruit from colleges, your program might need pepping up. If you 
dont do it, you may want to start. Before you read this article, take 


10 seconds to read the blunt facts on the facing page. 


es For a low cost, 
time saving way to capture some of 
the best executive talent available, 
it’s hard to beat college recruiting. 

The trouble is, college recruiting 
programs are often badly misman- 
aged. Result: they alienate more col- 
lege seniors than they encourage. 

To lay bare the real problems, 30 
top industry recruiters from compa- 
nies of all sizes and five college 
placement and guidance officers sat 
down for a three-day, tape recorded 
round table discussion. 

They pulled no punches. The 
questions were blunt—sometimes em- 
barrassing. But the answers that 
came back were straight from the 
shoulder. 


Recruiters aired their gripes, ad- 
mitted their shortcomings. The col- 
lege placement officers responded in 
kind. 

Chances are the solid questions 
and answers in this article will show 
you what works—and what doesn't 
work—in campus job interviews. 

The article is divided into three 
parts. In part one, the company re- 
cruiters tell which methods get best 
results. In part two, the college 
placement officers say what they like 
—and don’t like—about company re- 
cruiting. In part three, the students 
themselves speak up on what they 
look for in campus interviews. 

Now, read the commonsense ques- 
tions and answers that follow. 
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PHOTOS BY LAURENCE LUSTIG 


There’s a shortage of talented 
young executives, due to 
the birth rate drop during 

the depression years. 





Talented men with top 
potential are coming out of 
college right now. 


These men are anxious for 
opportunity—places where 
their skill can be used and 

nurtured immediately. 





FACT 


To capture these men at the 
threshhold of their careers 
can be one of the lowest cost 
recruiting investments you 
can make. 


FACT 


You can get your share of 
these bright young men— 
if you know how to handle 
a college recruiting program. 


FACT 


But many college recruiting 
programs are woefully weak 
—discouraging college 
seniors instead of 
challenging them. 


FACT 


Careful attention to several 
key areas can revitalize 
college recruiting—and may 
even cut your recruiting costs. 


FACT 


This article exposes the 
common—and not so 
common—-pitfalls of college 
recruiting, and shows how 
to avoid them. 
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Read the straight-from-the-shoulder an- 
swers 35 experienced industry recruiters 
and college placement officers give on: 


How recruiters make themselves unpopular 
How to spot leadership—and maladjustment 


How to handle the tricky question: ‘What 
are my chances for advancement?” 


When to make first contact with colleges 
What students want in a company brochure 
How to pick which colleges to visit 


When to offer higher starting salaries 


How many interviews it takes to 
get the men you need 


Whether to create “‘stress’’ in an interview 


How—and when—to tell a student 


you don't want him 


Whether to believe professors’ comments 


Preliminary planning 


Q. How—and when—do you deter- 
mine your manpower needs for 
each spring’s “recruitment season’? 
A. In late summer we poll our de- 
partments on their manpower 
needs. Their estimates are reviewed 
in late fall when budgets are estab- 
lished. The estimates are then 
cleared with top management. One 
mistake companies often make is 
letting the grass roots managers tell 
what they need without having 
their estimates reviewed by man- 
agement. Manpower quotas should 
be cleared by the very top manage- 
agement of the company. 

Q. Do most recruiters work with 
different departments in mapping 
out their progress? 

A. Yes. We've found that to work 
best, recruiting, personnel develop- 
ment and training should all be 
under the same man. They work 
together. 


AA. 


Q. How do you keep abreast of 
starting salaries in the industry? 

A. The placement associations make 
annual salary surveys, and we also 
exchange information with other 
recruiters at the fall meetings of 
these associations. 


Number of interviews 

Q. How many vacancies did you 
not fill last year? 

A. We began with 157 job requisi- 
tions. As of [June] we had hired 
141. 


Q. How many job offers did you 
make in order to hire 141? 


A. Roughly three times as many. 
Q. How many seniors do you have 
to see to get one on the payroll? 

A. About 30. Of these, about six 
will visit the company. Three will 
get job offers, one will accept. 

A. Your figures agree with ours, 
right down the line. 






Q. What is your acceptance rate on 
offers to people who have worked 
for you in the summer? 

A. It is at least twice as good. 


Plant visits 

Q. When you invite men in for 
plant visits, are they subject to more 
interviews at that time? 

A. Oh, yes. That’s when they really 
get interviewed. 

Q. How many men interview them? 
A. This varies. At a laboratory, they 
see three or four people who divide 
the topics to be covered. There will 
usually be an orientation interview 
by a personnel man, then an inter- 
view on the candidate’s technical 
competence, then an interview on 
his future plans, then a job offer in- 
terview if they want him. Salary 
may be determined later, but we 
think it wise to tell him we want 
him, if we do. 
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Q. Did you ever tell a man, at this 
time, that you did not want him? 
A. Usually we do that later, unless 
he is a good man who is obviously 
in the wrong department. Then we 
try to set up interviews with an- 
other department. 

Q. Suppose several departments 
want the same man. Do you offer 
him a choice? 

A. Occasionally. We try to keep 
that to a minimum. 

Q. In the job offer interview, do 
you specifically name a job or de- 
partment or division or job assign- 
ment? 

A. Yes. It is almost always his de- 
partment. I forgot to mention that 
an important part of our location 
interview is lunch with a young 
man who is near his own age. If a 
man is concerned about living con- 
ditions, we try to provide a tour of 
the community. 


Which colleges to visit? 

Q.. In terms of your research and 
development labs, how far away do 
you go to recruit? How many col- 
leges do you contact? 
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“It generally takes 30 student interviews to get one good man.” 


A. We do not recruit regionally. 
Men do go from our plants to the 
colleges nearby, but we cover the 
country and recruit nationally for 
the whole company. We have, how- 
ever, cut our recruiting costs sub- 
stantially by not trying to move Cal 
Tech boys away from California— 
if we have a lab in California, for 
instance. We used to be able to 
move a man, but now there are 
good research labs all over the 
country. A good man can pick his 
location. We find about 500 miles is 
a good figure. After that you get 
more and more rejections—either 
that or they will accept your offer 
and quit within two years to go 
back home. It is these “transient” 
job holders that really cost a com- 
pany money. 


Q. How do you select the colleges 
you will visitP On what basis be- 
sides location? 

A. We use lists of accredited insti- 
tutions. We try to go where there 
are a lot of people of the kind we 
are looking for. It helps to have 
good contacts with the faculty. The 
geographical factor is very impor- 
tant. 

















Q. How many full-time recruiters 
do you have? 

A. Actually, only the manager of 
recruiting himself and his assistant. 
All of the others are part-time, sel- 
dom going to more than about 
seven schools from October to 
March. 


Q. Do you have problems with 
part-time people? 

A. One of our problems is getting 
these men to think in terms of the 
whole company and its needs, and 
not just in terms of their own loca- 
tions. 


Starting salaries 

Q. Do you have a fixed starting sal- 
ary or can you offer more to a high 
quality man? 

A. We have a base rate, plus adders 
which can be given for military 
service, summer employment, and 
then the deluxe adder for personal 
quality or achievement, such as 
number one man in the class, or a 
really outstanding sales personality 
—you know, the big man on cam- 
pus type. 


Q. What do you add to these base 
rates? 

A. As much as 10% for personal 
achievement. A maximum of 5% for 
summer employment, and 5% for 
military service. It is rarely, if ever, 
that all of these are added together 
and used fully. 


Q. How do you evaluate technical 
competence and ingenuity in re- 
search? Do you depend upon the 
interviews, or do you rely on the 
standing of the universities and the 
professors? 

A. We start from the screening that 
the college has done. For R and D 
work, the grade record is the key- 
stone. The comments of the profes- 
sors are interesting, when you learn 
to read between the lines. We rely 
heavily on our technical recruiters. 
Q. How do they go about this? 

A. They try to do it two ways. 
They try to discuss a subject that 
is very familiar to the student, and 
then one that the interviewer knows 
a lot about, to get a sample of the 
man’s general knowledge. 

text continues on following page 
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Recruiters often reflect on, then 
jot down feelings and opinions 
between interviews. 
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Initial contact 


Q. At what time of the year do you 
make your first contact with the 
colleges? 

A. The previous spring, in the 
men’s colleges. Fall is early enough 
in the women’s colleges if we are 
hiring for the coming summer. We 
usually make our dates for the next 
year at the time we are on the cam- 
pus. We start our campus visits in 
February, and try to get in as many 
visits as possible before the spring 
vacation. Then the students can 
visit us during the vacation. 


Group meetings 


Q. When you visit colleges, do you 
ever arrange group meetings with 
the students? 

A. Yes, and I like them. You can't 
always do it, of course. Some of the 
larger women’s colleges are able to 
get a group together for me the day 
before we interview, usually be- 
tween 5 and 6 p.m. In these meet- 
ings I can answer many of the ques- 
tions that otherwise come up in the 
interviews. This leaves more inter- 
view time for the individual candi- 





date’s talk. If you can have a group 
meeting with interested students 
first, it’s terrific. 

Q. Do you go to the campus the 
day before if you are not going to 
have a group meeting? 


A. No. 


Q. Do you feel the meeting is 
worth the extra day that you spend 
on campus? 

A. Definitely. You learn more about 
the people. Your time is better 
spent. In the meeting you can de- 
scribe your program, and you can 
answer questions. Then if some of 
the group are not interested, they 
may cancel their appointments. 
You don’t waste time on them the 
next day. Very few do cancel. 
Usually we get more interviews as 
a result of the meeting. 

Q. Do you feel that having a re- 
cruiting brochure makes the group 
meetings less valuable? 

A. We use a brochure, but I still 
like the group meeting if I can get 
it. 


Q. Don’t you find that the bro- 
chure, while it answers a lot of 
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questions, also stimulates a lot of 
other questions? 

A. That’s right. I wish we could say 
to the College Placement Council 
that we think group meetings are 
desirable, and ask the college 
placement officers to explore ways 
of arranging them. We have found 
them tremendously successful. 


Q. How do you answer the student 
who asks, “In your firm, what are 
the chances for advancement”? 

A. We have a record of what hap- 
pened to the men we hired seven 
years ago, what jobs they held and 
what salaries, and where they are 
now. It’s a very effective answer. 


Q. How many of you industrial re- 
cruiters have the impression that it 
it costing you more this year than 
it did last year to get a man? 

A. (Editor’s note: Bight of the 17 
industrial recruiters said that re- 
cruitment costs are rising.) 

Q. Less? 

A. (No one.) 


Q. What would you estimate your 
cost per man to be? How many of 
you would say it is less than $1,000 
per man?P 

A. (Seven.) 

Q. How many would say between 
$1,000 and $2,000? 

A. (No one.) 

. Between $2,000 and $3,000. 

. (One.) 

. Between $3,000 and $4,000P 

. (One.) 

Q. Higher than $4,000? 

A. (None.) 

Q. What do you do to get college 


students to sign up for your campus 
interviews? 


> © 
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A. We send advance recruiters out, 
preferably alumni of the school, to 
visit the departments they were in, 
see the department heads, and talk 
with the students. We also adver- 
tise in the college paper and if pos- 
sible have group meetings. 

Q. How long before your interview 
visit is this? 


A month or more, 
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Q. Do you get any reaction from 
placement offices? 

A. Yes, we tell our men to try to 
work through the placement offices 
but they do not always do so. 

A. We have made preliminary 
visits to placement offices, selected 
promising seniors from their rec- 
ords, and then written to the stu- 
dents and invited them to sign up 
for campus interviews. 


ey P Tels. 


C studenis 


Q. Can an interviewer judge intel- 
ligence without testing it? 

A. A good academic record in col- 
lege is a pretty fair indicator of 
general intelligence. The converse 
of that statement is not true. 

Q. How can an interviewer detect 
emotional maladjustment? 

A. No one or two or three observa- 
tions will identify a person as mal- 
adjusted, but the following charac- 
teristics are found more frequently 
among the maladjusted than among 
well adjusted people: a_ broken 
home, overprotective or domineer- 
ing parents, excessive conflict with 
siblings, repeated friction with su- 
pervisors or subordinates, dismissal 
from jobs, frequent job changes, 
excessive absenteeism, relative lack 
of social life, few hobbies, living 
alone, not belonging to any clubs 
or organizations, no close friends, 
few dates, single at age 30, married 
before 20, no children, having 
psychotherapy in the last three 
years, frequent hospitalization, ab- 
sence from work 15 or more days 
because of illness. 

Q. How can an interviewer find out 
about parents? 

A. Ask how the student feels about 
how he was raised. Would he do 
anything differently in raising his 
own children? 

Q. How can you appraise sociabil- 
ity and leadership? 

A. Look for good relationships with 
parents and siblings, respect and 
confidence of the family group, con- 
genial relationships with teachers 
and classmates, participation in 
class and in extracurricular activi- 
ties, leadership positions in school, 
church or social organizations, pub- 
lic speaking, leading discussion 


text continued on page 82 





ABOUT THIS ARTICLE 


This article is based on a booklet 
prepared by Professor Robert Hop- 
pock of New York University, for 
the Institute of Occupational Re- 
search, “206 questions and answers 
from the seminar on recruiting col- 
lege graduates.” 

Last June, 30 experienced com- 
pany recruiters and fiwe top college 
placement officers sat down to 
discuss the pitfalls in college re- 
cruiting. Professor Hoppock tape- 
recorded the_ three-day session, 
then edited the questions and an- 
swers for this revealing booklet. 

To round out the article, Manage- 
ment Methods editors went directly 
to the students themselves, to get 
the third important viewpoint on 
this key subject. 

The answers that came from the 
roundtable discussion—and from 
the students—pinpointed many of 
the often overlooked weaknesses in 
college recruiting. Some of the 
major areas covered in Professor 
Hoppock’s booklet are included 
here. Because of space limitations, 
other areas had to be omitted. 

The full report is available for $2 
from the Institute of Occupational 
Research, 104 Webster Ave., Man- 
hasset, N. Y. 





47 




















ameeennmniietl : ——————————————— ee eee 








Are you an executive— 
or are you playing a role’? 


Some men act like executives; others perform as executives. The difference 


determines the kind of results each produces for his company. 


The fact is that you won't produce top results unless you play a role. 


But it has to be the right role. This article tells why, and gives actions 


both you and your company can take to get maximum executive performance. 


by Joseph G. Mason 


mums Are you really an 
executive? 

Or are you only playing a role— 
acting out the part—of what you 
think an executive in your company 
should be? 

No one is questioning your in- 
tegrity or calling you a fraud. The 
fact is that every executive plays a 
role to one degree or another. 

Some obvious examples: 
= Many banking executives con- 
sider themselves champions of con- 
servatism; they dress and act ac- 
cordingly. 
=» Sales managers often play the 
role of an extrovert because they 
feel it is expected of them. 
= Creative or idea men occasion- 
ally act offbeat to reinforce their 
individuality. 

The fact that executives are 
forced by the very nature of their 
jobs to play roles is one reason why 
many executives fail. 

Here's why: 

The executive commonly sees the 
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role he must play differently from 
the way management sees his role. 
Management expects certain re- 
sults. But because of the way the 
executive sees his job—or his role— 
he may aim at different results. 

Take an obvious example. A sales 
manager interprets his role as that 
of a spur to salesmen. Conse- 
quently, he spends a lot of his time 
lathering up enthusiasm among the 
boys. But suppose the president 
considers the sales manager’s role 
to be that of a creator of new sales 
campaigns and marketing ap- 
proaches. The sales manager is not 
giving the results his boss wants. 
He will probably fail in his job, un- 
less something is done about it. 

You face the possibility of similar 
danger, whether you are the presi- 
dent, executive vice president or 
sales manager. But there are ways 
to avoid this pitfall in your own job. 

Ask yourself: “Am I producing 
the results my company expects 
from me?” 


Two different things may become 
apparent when you answer this 
question. 

First, you may find it necessary 
to make a clear analysis of your 
own strengths and weaknesses to 
make sure you can deliver what the 
company wants. 

Secondly, you may find that the 
company has failed to define clearly 
what it expects from you. 

Studies show that a common 
management weakness is failure to 
define a role in terms of results it 
expects. Many executives, left to 
their own opinions of what is ex- 
pected, head off in vastly different 
directions. Even in this event, how- 
ever, the failure is basically the ex- 
ecutive’s. It is his responsibility to 
find out what results the company 
wants. 

Generally, five things determine 
how well any executive performs 
his assigned role. 

# The task he must do, and how 
well he understands it. 
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a A situation he must be concerned 
about. 
«» An attitude he feels he must 
maintain. 
a What the position means to him 
personally. 
a His future expectations. 

Here are five hypothetical cases 
to illustrate each of these points. 


CASE 
HISTORY 


Harold Green has a new task. 

He has just become marketing di- 
rector of his firm, after seven suc- 
cessful years as sales manager. His 
appointment resulted from a gen- 
eral company reorganization aimed 
at consolidating certain operations. 

He has been told that he is to 
manage product planning, market 
research, distribution, advertising 
and sales. He has not been told how 
to do it, except to meet the general 
objective of “developing a good 
tight operation.” 

Since Green believes, with some 
justification, that the salesmen are 
the ones who bring home _ the 
bacon, he is delighted with his new 
job. He sees in it a chance to take 
care of his former complaints about 
products, distribution, advertising 
and lack of management support 
for salesmen. In short, he sees him- 
self as a sort of super sales man- 
ager, with the power and preroga- 
tives he has wanted for some time. 

Green is bound to fail in his new 
position. Here’s why: 

Every company has a purpose. 
Policies and internal structures are 
established to meet certain ends. 
These ends are the criteria against 
which any policies or individual 
role performances are measured. 

Green’s ends are not those of the 
company. The company conceives 
of the marketing director’s role as 
that of coordinator and adminis- 
trator. Green conceives of it as a 
glorified specialist. The role conflict 
is clearcut. 

Actions Green should take. The 
first thing Harold Green must do— 
if he wants to avoid failure—is to 
forget his old responsibilities and 
realize that he has a different job 
with new duties. Then he must re- 
alize that marketing is more than 
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selling, and set about understand- 
ing the areas in which he must 
work. 

Actions management should take. 
Management has failed in this case. 
Harold Green never received the 
proper orientation and indoctrina- 
tion into what management consid- 
ered his new job to be. 

Changing a man from a familiar 
role to a new role calls for three 
management actions: 
= A management analysis of the 
position. 

a A study of the capabilities of the 
man who is to fill that position. 

= Proper indoctrination of the man 
to bridge the gap between the ex- 
pectations and the realities. 

Until a man is filling his role to 
the satisfaction of management and 
himself, he needs supervision to 
help him adapt to the role. 


CASE 
HISTORY 


Jim White has been president of 
his company for two years. He 
moved to that situation from vice 
president in charge of financial and 
legal affairs. 

His approach to the presidency 
was “by the book”; he was well 
organized, detailed and thorough. 
Until seven months ago, the firm 
was doing well. 

Recently there have been signs of 
labor unrest. Although wage scales 
are protected by contracts for the 
next eight months, the number of 
union grievances is almost double 
the rate of a year ago. White’s 
middle management group is un- 
easy, too. Three of his most reliable 
men have left the company for 
other jobs. He is sure that one of 
his key division managers is look- 
ing around. 

White has continued to play the 
role he envisions for the company 
president. He plays the man in 
command—remote and aloof from 
day-to-day troubles. He insists that 
policies and operational standards 
be met. He reserves to himself final 
decisions on any matters important 
enough to be reported on the year- 
end balance sheet. 

Jim White is in trouble and so is 
his company. 


2 Situation role 


Actions White should take. In 
playing his role, which admittedly 
has worked well for enough time to 
confirm his belief that it is the right 
role, White has overlooked two 
prime management principles: flexi- 
bility and the human element. 

He must dispose of his rigid “cap- 
tain of the ship” attitude. It has 
blinded him to change. He is un- 
aware of the changes in the market 
for executive talent which make it 
easier for ambitious men to find 
new jobs. Also, social changes have 
altered the base on which labor 
lives, works and bargains today. 

Jim White also has to realize that 
he is working with people. His 
ignorance of the human side of 
management has caused his better 
assistants to become frustrated and 
disillusioned about their futures. 
This, in turn, has sent an uneasi- 
ness down to the worker levels. 

So long as White holds aloof, his 
troubles can only get deeper. 

Actions superiors should take. 
There is very little the directors of 
the company can do for Jim White 
in the way of “treatment.” His cor- 
rections can only come from within. 

Men like White, however, are 
often found in younger executives 
or supervisors of smaller groups. 
With guidance and education, they 
can be helped. 

Such men must learn that every 
business decision has its human 
side. They must understand people 
and how to work with them—their 
interests, motivations and idiosyn- 
cracies. No manager can get by 
with merely an expert knowledge of 
books, accounting, mechanical proc- 
esses or successful sales gimmicks. 

Also, an executive has to dele- 
gate. If he doesn’t learn how, he 
ceases to grow. The time tested 
fact still goes; if he reserves all de- 
cisions for himself, he prevents his 
subordinates from realizing their 
own capabilities. Frustrated, they 
will depart. 


CASE 
HISTORY 


Albert Brown’s success or failure 
depended on his attitude toward 
his new role, and he knew it. 

Brown’s company had just been 
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bought out by one of the giants of 
its industry. Brown had been exec- 
utive vice president. Now he was 
threatened with loss of position and 
power. He also faced the possibility 
of direct financial loss. The merger 
had put him on a much lower level 
in the parent company’s organiza- 
tional structure. His temporary as- 
signment: assistant production man- 
ager. 

Much of Brown’s new job in- 
cluded work that was below his ex- 
perience and capabilities. Naturally, 
he resented it. But Brown had true 
executive ability and understand- 
ing. He realized that his future 
would depend entirely on how well 
he could integrate himself into the 
new organization. He felt a_re- 
sponsibility to prove himself at any 
job assignment. He had no feeling 
that the new company was obli- 
gated to find a berth for him, 
merely because it had purchased 
the physical and engineering assets 
of his former company. 

Brown could have become re- 
sentful or bitter over his lower level 
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job. But he didn’t. He decided to 
capitalize on his assets: imagination 
and a sense of organization. Al- 
though he frequently did not feel 
like it, Brown did a convincing job 
of playing the role of a friendly, 
cheerful, self-confident executive— 
always ready to lend a hand any 
place in the division where his 
talents might be useful. 

Brown's attitude soon brought 
him to the attention of top manage- 
ment. Management had _ noticed 
that the general level of perform- 
ance in production was improving, 
and that costs were dropping more 
than just routine efficiency could 
account for. Most of the improve- 
ments and innovations, while not 
directly traceable to Albert Brown, 
nevertheless seemed to be centered 
around him and the people with 
whom he had direct contact. 

Brown was soon promoted to full 
manager status. His future was 
secured. 

Analysis. How far a man can go 
in business is dependant upon his 
own analysis of his abilities. If he 
makes a true analysis, and plans his 
performance role to maximize his 
personal assets and subordinate his 
liabilities, he can make himself felt 
in not-to-be-ignored ways. 

The danger, of course, is that an 
executive may make a_ wrong 
analysis of himself. If he does not 
realize his true strengths and weak- 
nesses, he will fail to live up to the 
role he has assigned himself, or the 
one the company has assigned him. 

It is the obligation of the execu- 
tive not to go “by the book,” but 
to write the book. Brown was suc- 
cessful because his true analysis of 
his own position enabled him to 
demonstrate his leadership abili- 
ties. 


CASE 
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position role 


Tom Black served as engineering 
group supervisor for about three 
months, although management had 
not made his new position official. 
His qualifications seemed good. He 
was a successful development en- 
gineer with several unique and 
profitable patents to his credit. He 





was quick to acquire special tech- 
nical knowledge. Although he was 
somewhat lacking in the knowledge 
of supervising people, his superiors 
assumed he could pick up _ the 
methods quickly. 

Black was happy with his pros- 
pects at first. Once his promotion 
became official, it would mean more 
money for him. His wife was 
pleased to have a husband who car- 
ried executive status. In Black's 
community, company status and 
community status were almost 
identical. 

Black and his wife felt this new 
position called for changes in their 
ways and standards of living. They 
began in small ways to live up to 
what they felt were their new roles, 
However, they had always lived 
quiet, introspective lives. The 
change to what they felt was neces- 
sary outgoing attitude proved to be 
beyond them. Their happiness with 
the new position was short lived. 

Black’s work began to suffer. 
Rather than acquiring the knowl- 
edge management expected him to 
pick up, he went the opposite way. 
He became supercritical, with- 
drawn and uncommunicative at 
times when he should have been 
ready to assist his section members. 

When his department manager 
called him in to help point out 
some of his shortcomings, Black 
turned stubborn and resentful. Re- 
luctantly, management decided to 
transfer him back to development 
work and groom a new supervisor 
for the job. Black promptly re: 
signed. 

Actions Black should have taken. 
Black’s problem was one of con- 
fused identities. 

He and his wife mixed his new 
responsibilities on the job with 
what they thought the position 
would have to mean in his personal 
life. Probably Black could have ac- 
commodated the minor personality 
adjustments he would have had to 
make on the job. But in combina- 
tion with the assumed social pres- 
sures, the changes were too much 
for him. 

Black should not have been s¢ 
conscious of what others were do- 
ing. He tried to create the social 
image of what he thought an ex 

continued on page 64 
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TAKE ANOTHER LOOK NOW: 
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as hard as you are? 


Lazy dollars, like lazy workers, drain away profits. Take a new, 


harder look at how your money is working. You may find 


ways to cut costs further. To help you, this article identifies 11 


areas that invite corrective action now. The practical suggestions 


may start you on a systematic program of more 


profitable use of company funds. 


by the Staff, Research Institute of America, Inc. 


Editor’s note: Last April, the Re- 
search Institute of America, Inc. 
rushed to its 30,000 members a 10- 
page report on how to conserve capi- 
tal and cut costs. The report was 
timely then, is even more timely now. 
Here, with the special permission of 
RIA, is a slightly condensed version 
of its idea-packed report. 


mes )=—F nds lying 
around idle in your company would 
strike you as preposterous, Yet a 


considerable amount of such waste 
occurs in many companies because 
all steps are not taken to: 

= Accelerate the inflow of cash. 


=» Free capital that is tied up in 
areas promising little or no return. 


s Direct available funds into the 
most profitable channels. 

The first task, of course, is to 
identify idle or under-employed 
funds. Next comes the job of turn- 
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Can you: speed collection 


ing such capital to more urgent or 
more remunerative uses. 

Here are 11 common drains on 
the return from invested capital. 
Each is followed by suggestions for 
corrective action. 


Can you shorten the time 
I that money ‘‘floats”’ ? 

Hard cash can't always be put to 
work promptly. A week or more 
may elapse between the time a cus- 
tomer’s check is put into the mail 
and the moment management can 
actually draw on the funds. 

Sometimes clerical routine is the 
offender. More serious, of course, 
are delays in transit. 

You are probably familiar with 
some of the fast collection proce- 
dures: now offered by banks. For 
example, Chase Manhattan Bank 
has the “lock box” system. It works 
this way: 

A company rents post office boxes 
in key sales areas. Customers send 
their remittances to the box num- 
ber nearest them. Local banks pick 
up the mail directly, process the 
payments and credit the company’s 
account. The company receives de- 
tailed data (perhaps photostats) for 
its records. 

This system not only makes funds 
available faster but saves time for- 
merly spent in making up daily de- 
posit slips. It also eases the clerical 
load by permitting the necessary 
postings to be made when conven- 
ient—without delaying the collec- 
tions. 





ABOUT THE RESEARCH 
INSTITUTE OF AMERICA, INC. 


This article is condensed from a copy- 
righted report distributed to its mem- 
bers by the Research Institute of 
America, Inc. 

RIA, founded in 1935, is the 
world's largest private industry-sup- 
ported advisory organization, with 
30,000 member companies in the 
U.S. and abroad. Its staff consists of 
480 people, many stationed in world 
capitals. The organization specializes 
in advising its members on long term 
business planning, raising employee 
morale, improving management meth- 
ods, and preventing tax loss. 
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A few companies have accom- 
plished the same objectives by us- 
ing the opposite method—centraliz- 
ing their collection systems. Instead 
of billing and receiving collections 
in a number of regional or district 
offices (for transfer to headquar- 
ters), they now use a one-step tech- 
nique. Headquarters does all the 
billing and collecting by using some 
of the new automatic equipment. 


Can you tighten these 
2 screws on credit ? 


Many managers are unaware how 
they can help reduce the funds tied 
up in receivables. Even if your 
turnover of receivables seems fairly 
satisfactory, improvement may well 
be suggested by a review of the 
credit and collection cycle. 


Tighten credit selectively. Even 
the most aggressive salesman will 
usually agree that $10,000 in bad 
debt losses eat up the profit on 
roughly $100,000 in sales (with an 
aftertax profit rate of 5%). And ex- 
perience shows that chronically 
slow-pay customers are rarely the 
more profitable ones, especially if 
the cost of the added investment 
and extra collection effort are 
reckoned in. 

As an added precaution, make 
sure credit information on each 
customer is kept up to date and the 
lines of credit reviewed more often. 
Financial statements furnished ir- 
regularly by customers are no 
longer sufficient in many cases. 


Shorten credit terms; sell more for 
cash. Don’t overlook the latest pos- 
sibilities here: in many lines there 
has been some reversal of the trend 
to longer terms and higher service 
and carrying charges. This change 
is especially important to a supplier 
whose present lenient policies per- 
mit “kiting” by customers—reselling 
the product, then collecting and ap- 
plying the payment to other bills. 
Some firms are now going so far 
as to set a minimum for credit or- 


ders, shipping smaller ones COD. 


Chop the time lag between ship- 
ment and billing. There’s reason to 
investigate unless invoices are 


curtail credit . 


control stock 


mailed to customers not later than 
the second day after shipment. 

Corrective action will usually be 
aimed at one of these common 
causes: shipping papers not sent 
promptly to the billers, price or 
discount information unclear or 
lacking, failure to organize for 
peaks in billing, the human tend- 
ency to put the “tough ones” (often 
the large ones) at the bottom of the 
pile. 

Airmail should be used with in- 
voices to large customers. 


Don't provide customers with ex- 
cuses for nonpayment. Even apart 
from outright chiseling, a customer 
faced with an apparent difference 
between his accounts and yours 
may be tempted to postpone pay- 
ment. Neither errors and misunder- 
standings on prices or discounts nor 
mistakes in shipment can ever be 
eliminated entirely: but tightening 
the reins may well be justified now. 
Certainly a quick review of cor- 
respondence regarding outstanding 
bills plus credit adjustments _ is 
worthwhile today; it should tell you 
how serious the problem is in your 
case. 


Tune up your collection proce- 
dures. Most companies report they 
have taken this step even though 
payments have been normal to date. 
Their efforts are usually based on 
the two standard tools that quickly 
identify any unfavorable trends: 

1. The ratio of accounts receiv- 
able at the end of each month to 
credit sales for the month (number 
of days billing unpaid). For in- 
stance, if you have $100,000 in 
sales, and receivables of $150,000 
at the end of the month, roughly 
45 days billing remain unpaid. If 
this figure begins to creep up, a 
prompt investigation is called for. 

2. The aged trial balance: This 
splits the balance in each account 
between current and past due 
amounts, which in turn is divided 
into payments overdue 30 days, 60 
days, etc. Such a statement high- 
lights not only the total amount 
past due but also points promptly 
to any unfavorable trend in an in- 
dividual account. 

With respect to individual ac- 
counts, other measures can 
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minimize cash balance 


strengthen routine collection efforts. 
For instance, each may be flagged 
automatically when the amount 
outstanding increases or when there 
is a change in the payment record, 
such as from discounting to 30 days. 
A few companies have even started 
charging for overdue balances at 
regular interest rates. 

Help customers obtain financing 
elsewhere. The purpose is to make 
it easier for them to meet their bills. 
Some firms regularly offer advice 
and assistance by their own credit 
personnel. In addition to helping 
expedite payments, this can be used 
in the sales presentation as an ex- 
cellent illustration of added service. 


Can you boil away 2? 
ob inactive stocks 

Almost any part of the business 
may be guilty of holding on to 
stocks that are nearly useless. 

A company wide search for these 
white elephants is essential to any 
general tightening of purchasing 
and inventory control. One or more 
of the following steps should help 
reduce the amount of cash frozen 
in these stocks. 


Dispose of obsolete or damaged 
stock—regularly. There are those 
in every company who keep squir- 
reling away items because they 
“may need them some day.” This 
tendency can usually be squashed 
by a straightforward demonstration 
of how much such stock costs—and 
how much cash can be freed by 
prompt disposal. 

If your company maintains fairly 
current inventory records, any slow- 
moving stocks will show up in your 
records. If your control depends on 
a periodic physical inventory, it 
may be desirable to count more 
frequently now. It’s important to 
uncover not only obsolete materials, 
goods, parts or components, but 
also supplies, including shipping 
and even office items. In addition, 
more frequent visual inspection will 
turn up any damaged items for dis- 
posal. 


Eliminate idle raw material and 
work-in-process inventories. Com- 
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panies ask themselves: Should we 
try selling slowmoving materials, 
possibly at cut prices? Can we de- 
velop new uses for them by modi- 
fying engineering specifications? Do 
we have any incomplete production 
runs held in work-in-process? Can 
they be converted to more salable 
items without much added ex- 
pense? Would it be wise to return 
material to suppliers even though 
a charge is made for restocking? 


Push the sale of slowmoving fin- 
ished products. Almost every com- 
pany will apply sales pressure in 
some form at some time. Why not 
regularize it to help get rid of the 
shelf warmers? It may make sense 
to put out monthly “push lists” and 
boost the incentive through con- 
tests, special bonuses to salesmen, 
“one-time” prices, and so on. 


If you use distributors, shift more 
stock-carrying responsibility to 
them. Perhaps added sales effort 
will be all that’s required to per- 
suade them. If the customer has 
the desire, but not the means to 
buy, you may be able to suggest 
sources from which the distributor 
could obtain additional funds. Sim- 
ilarly, more adequate distributor 
stocks of replacement or repair 
parts mean better service to users 
and more business to the distribu- 
tor. 


Can you subtract extra 


4 capacity but add extra 
business 


The biggest offender here is al- 
most always production equipment 
since it represents by far the largest 
investment. For this reason, the 
manufacturing executive will usu- 
ally have to take the lead in correct- 
ing under utilization—in coopera- 
tion with the financial man, of 
course. But it’s invariably worth- 
while to look beyond the manufac- 
turing plant. 

Almost any part of the business— 
almost all key people—may have 
contributed to a total investment 
that exceeds the company’s real 
needs. 

The office manager may have 
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held on to a few extra typewriters 
and calculators “just in case.” 

The warehouse boss has the same 
reason to keep an extra fork lift 
truck. 


Corrective action must include all 
of these standby facilities even 
though the effort will concentrate 
on excess manufacturing capacity. 
The latter will beset many indus- 
tries for several years to come. 
Take on “uneconomic jobs” to uti- 
lize idle equipment time. Though 
this solution sounds strange at first, 
it makes perfectly good sense in 
many situations. A bookkeeping 
machine that is idle for two-thirds 
of the time might be used to run 
a more detailed sales analysis or 
production cost breakdown. Such 
jobs by themselves might never pay 
the full freight on an office ma- 
chine. But if equipment is work- 
ing only part-time, it may be possi- 
ble to obtain additional valuable 
data—or at least standard data more 
promptly. 

Opportunities are obviously even 
more common when it comes to 
production equipment. For exam- 
ple, thousands of smaller companies 
are filling production capacity by 
doing low profit sub contract work 
on defense products today. 


Go after “plus” business to boost 
utilization temporarily. The very 
phrase “plus business” is usually 
taken to mean orders at less-than- 
accustomed markup. For this reason 
caution is indicated to avoid affect- 
ing the price level of regular prod- 
ucts. Yet more companies are de- 
ciding, at least as a temporary 
measure, to boost their output. 
Some common ways: manufacture 
private label products for others; 
accept a volume order for a slightly 
different product that could not be 
obtained at the regular markup; or 
go after orders for special products 
whose prices will not have to con- 
form to regular patterns. 

Make parts or components now 
being purchased. Most firms peri- 
odically review the economies in 
this area. However, the availability 
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of unused capacity may well alter 
the balance; an updated analysis 
may lead to a different decision to- 


day. 


Reduce space requirements. Signifi- 
cant savings have been achieved by 
some firms that have rearranged 
layouts and consolidated activities. 
Others have reduced owned ware- 
houses by utilizing faster methods 
of shipment or by using public 
warehouses for peak requirements. 


Sell excess equipment in factory or 
office. Pieces whose only current 
function is to serve as “standby” 
should often be disposed of. The 
immediate aim, of course, is to free 
cash. Later on, the items can be re- 
placed with more efficient units 
when volume reaches higher levels. 


Can you reduce minimum ? 
cash requir ment 


The amount of ready cash a firm 
needs is partly a matter of judg- 
ment. But the average cash balance 
should be rechecked—unless _ it’s 
been done recently—to see whether 
the amount represents realistic cur- 
rent needs. 

In such a review, “agreed upon” 
minimum bank balances should not 
be overlooked. A number of con- 
cerns report they have released 
cash by adjusting these funds to a 
level commensurate with the serv- 
ices currently being performed by 
the banks. Another opportunity is 
presented if accounts (and therefore 
minimum balances) are maintained 
in several banks where the com- 
pany has branch offices. A re-ex- 
amination may show that separate 
accounts can be reduced, or are no 
longer needed, thus making it pos- 
sible to reduce the total cash lying 
idle. 

Also, considering the relatively 
high interest rates which currently 
prevail, it’s surprising how many 
concerns haven't bothered to re- 
investigate the possibilities of boost- 
ing the yield on securities they hold. 
Of course few businessmen have 
the time, even if they have the 
knowledge, to play the market. But 
even the most conservative man- 
agement—with the aid of compe- 
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tent advice—may be able to increase 
the return without affecting safety. 


6 ? 


Companies that build to cus- 
tomer’s order face a special prob- 
lem. If they are making large or- 
ders or expensive items they must 
inevitably commit sizable amounts 
of capital, often over extended pe- 
riods. Rather than assume this total 
financial burden, which can be a 
heavy drain on company resources, 
it’s worth trying to get customers 
to help finance the work. Several 
companies have been successful in 
obtaining advance or progress pay- 
ments from key buyers. Large, 
financially strong accounts are the 
best prospects, of course, and even 
they may insist on some price con- 
cession or other sweetener. The 
point is the high value of money 
may make such concessions profit- 


able. 


Today’s conditions may require 
overcoming some long ingrained 
conservative inventory habits. For 
some companies, such an adjust- 
ment is necessary because of overly 
optimistic sales projections or de- 
liberate overordering as a safety 
measure. But for all firms the basic 
incentive for tightening inventory 
controls comes from the recognition 
that inventories can be the major 
drain on working funds. Whether 
a concern builds to order or mass 
produces to sales forecasts, stocks 
are a prime source of capital. 

Here are the most widely used 
steps; any company will undoubt- 
edly add refinements. 


Compare finished stock and sched- 
uled production with actual figures 
of recent shipments and an up- 
dated sales forecast. Once a sales 
budget is set and production sched- 
uled, attempts to scale down figures 
will run into considerable resistance. 
Persuasion—or even pressure—by 
top management may be needed 
to overcome this reluctance. 





Cut raw material inventories and 
work-in-process to match the re- 
vised level of production. This is 
the logical next step. It requires 
thoroughness and sound judgment. 
Most of the attention will of course 
be concentrated on the items of 
high dollar value. But improvement 
here shouldn't prevent management 
from pressing for reductions in 
many small items as well. Cumula- 
tively, these can add up to substan- 
tial sums. 


Minimize the imbalance in inven- 
tories. A shortage in a critical part 
or a small amount of missing mate- 
rial can pile up inventories of other 
items disproportionately. Guarding 
against this danger is especially 
important today as suppliers oper- 
ate on unusually tight schedules. 
Special controls may be justified 
—for example, establishing proce- 
dures to correct immediately any 
delay in shipment by a supplier 
or to reflect it in the rescheduling 
of other incoming materials. 


Eliminate duplicate safety factors 
in production. It isn’t uncommon 
to find each section working on a 
product adding to its own time in- 
surance to guarantee meeting its 
target date. After eliminating these 
individual factors—from purchas- 
ing to packaging—a single overall 
safety factor can be built in. Re- 
sult: production cycles can often 
be shortened. 


Shorten production runs. Longer 
runs usually result in lower unit 
costs—but they also tend to unbal- 
ance inventories and tie up capital. 
A re-examination now may show 
that the cost savings are not suffi- 
cient to offset the profits which 
might be earned by alternate uses 
of the funds. 


Tighter controls on “key items.” 
Broad systems of inventory control 
almost always must be tailored by 
the company to provide propor- 
tionately greater emphasis on the 
“20% of the items that make up 80% 
of the value.” Unless your system 
has been reviewed recently, selec- 
tive retightening now may produce 
substantial savings. 


Recheck alternate sources of supply. 
Shorter lead times are often as im- 
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payment.. 


portant today as minor advantages 
in prices or terms. Also, the need 
for faster production cycles should 
focus attention on transit time and 
the supplier’s willingness to adjust 
quantities flexibly. It may even be 
worthwhile to assume added _ pur- 
chase costs in order to achieve 
faster turnover of inventory and 
total capital. 


Control replacement parts. Too 
often, these stocks are established 
mechanically on a percentage basis. 
For example, if a thousand prod- 
ucts are being built for finished 
stock, a figure of 5% or 10% is added 
for replacement parts. Also, such 
stocks become catchalls for pro- 
duction overruns. Admittedly con- 
trol is difficult because of the many 
relatively small items involved. 
Nevertheless the amount of capital 
that can be tied up in such items 
for a long time makes a regular 
recheck essential. 


8 Can you postpone ? 
money outlays 


Some of the practices below are 
admittedly controversial. Yet all of 
them have been used successfully 
by one or more concerns—without 
adversely affecting their credit 
standing or causing other disad- 
vantages. 


Delay major payments. There usu- 
ally are quite a few opportunities 
to defer major obligations without 
jeopardizing the firm’s standing 
with creditors. Typical examples: 
due dates on notes payable may be 
deferred or mortgages refinanced 
over a longer term. On recently 
purchased equipment, the maker 
may be willing to accept smaller 
monthly payments as a substitute 
for the original semi-annual install- 
ments. Even an added _ interest 
charge may be a small price to pay 
for the use of the funds. 


Spread out purchases so that due 
dates on invoices more closely coin- 
cide with expected cash receipts. 
In spite of the obvious nature of 
this suggestion many companies 
stick to traditional buying periods 
long after they have lost their eco- 
nomic justification. 
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sidestep purchases . . . clean up financing? 


Coordinate payment terms with 
cash receipts. Companies which 
customarily receive the bulk of their 
payments from customers between, 
say, the first and tenth of each 
month, have arranged to pay their 
suppliers on the fifteenth. 


Obtain extended dating. When sup- 
pliers are eager for business, it may 
be possible to insist on terms per- 
mitting payment for major pur- 
chases to be spread over a period 
of several months. (This used to be 
the accepted custom in many fields.) 
Financially strong suppliers are, of 
course, the best bet. 


Pay at due date, not before. This 
may seem obvious but in instance 
after instance bills are paid ahead 
of time because “it’s more conven- 
ient,” “we pay all bills on the 10th,” 
or other routine. It usually takes 
specific instructions from manage- 
ment to break such habits. (Fore- 
going cash discounts, however, is 
so expensive as not to be generally 
recommended unless the cash short- 
age is extremely critical.) 


9 Can you reschedule ‘e 

your tax payments 

Both United States and Canadiah 
laws permit the taxpayer to choose 
with respect to the timing of cer- 
tain business deductions. By taking 
his deductions earlier the taxpayer 
can defer tax payments, often for 
extended periods of time, and use 
the funds for current needs. 


Bad debts are one common area of 
leeway. In the U.S. and Canada 
the taxpayer can estimate the re- 
ceivables which will become un- 
collectable in the future and deduct 
them as expenses from current 
year’s income. While the estimate 
obviously must be based on sound 
business judgment—it cannot be un- 
realistically high—there is no reason 
why the taxpayer should go to the 
other extreme. 


Depreciation is another major area 
of taxpayers’ choice. Varied reasons 
may tempt some companies not to 
take advantage of the faster de- 
preciation permitted. Some man- 
agements apparently still prefer to 
maintain a more stable cost struc- 





ture by leveling out depreciation 
from year to year. Nevertheless the 
desire to utilize company funds 
more efficiently will tend invariably 
to push management toward the 
speediest possible depreciation. 


Can you abolish 


y | hy outdated sales ? 


financing 


Quite obviously, before you dis- 
continue special financing plans set 
up to boost sales, you will want to 
evaluate the negative effects. But, 
for example, some firms that form- 
erly financed their customers’ in- 
stallment notes have found it worth- 
while to shift this financing to 
banks or others in the business. 
Others, which offered deferred pay- 
ment plans to stimulate off-season 
purchases, have turned to differ- 
ent incentives or shortened the car- 
rying period. 


y | q | Can you sidestep 2? 
marginal purchases 


At a time of relative cash strin- 
gency all proposed additions and 
improvements to existing facilities 
should, of course, be subjected to 
a searching and detailed cost-profit 
comparison. But even if an invest- 
ment promises real savings or 
added earnings, scarce capital may 
be conserved by resorting to one 
of these alternatives. 


Subcontract and buy what can’t be 
turned out without adding to pro- 
ductive capacity. This alternative 
is readily applicable to parts or 
components. A few firms have gone 
so far as to purchase complete 
products for resale under their own 
brand name to round out their lines. 


Leasing deals have become more 
attractive because of the high cost 
and relative scarcity of money. To- 
day most everything can be ob- 
tained on rental. = 
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ANSWERS TO YOUR QUESTIONS— 





How to update your 


WORKMEN'S 
COMPENSATION 


coverage 


If your company has changed in any way, your Workmen’s Compensa- 


tion coverage may be out of date. The change may be a new product, new 


plant, merger, acquisition, realigned sales territories, domestic or for- 


eign expansion. You may be exposed to legal action by employees or you 


may be paying too much because of incorrect ratings. Here are some 


ways to update your Workmen's Compensation coverage. 


by the John Liner 
Roundtable 


mum §=6Al]) =6kinds§ of 
changes in your business affect your 
Workmen’s Compensation ratings. 
A plan that was best a couple of 
years ago may not be so good to- 
day. 

Workmen’s Compensation insur- 
ance is no minor expense. It costs 
U.S. business about $1% billion a 
year—industry’s biggest premium 
next to group insurance. How much 
and what kind of Workmen’s Com- 
pensation you need are influenced 
by both state and federal law. 

A number of questions commonly 
come up in regard to Workmen's 
Compensation. To get answers to 
these questions, Management Meth- 
ods turned to John Liner Associ- 
ates, Inc., insurance advisory firm. 

The questions were answered by 
a panel of several experts from the 
consulting staff, including John 


Liner and Executive Vice President 
Frank J. Meehan. 

The questions and answers that 
follow are not intended as a primer 
on Workmen's Compensation insur- 
ance; a working knowledge of the 
subject is presumed. But the prob-: 
lems discussed are those most fre- 
quently met by medium-sized and 
large companies. 

Q. When you buy Workmen's 
Compensation insurance, are all 
employees automatically covered? 
A. No. Executives, for example, are 
automatically covered in some 
states, can be included if specified 
in others, and are barred from in- 
clusion in still others. And out-of- 
state residents may require special 
attention, too. Watch also for em- 
ployees who travel, especially over- 
seas. (As an aside, don’t overlook 
the need for Workmen’s Compen- 
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sation covering your domestic 
household employees.) 

Q. How can I be sure that all my 
employees are covered? 

A. There’s no surefire way, but here 
is one suggestion. Be sure you have 
an All States endorsement, which 
automatically covers you in every 
state* where you qualify. 

Be sure that the Employer’s Lia- 
bility provision in this policy pro- 
tects you in all states and circum- 
stances where necessary. Look into 
a Voluntary Compensation endorse- 
ment to cover employees in a state 
where you don’t have enough (usu- 
ally three to five) employees to 
qualify for automatic inclusion 
under the law. This gives these 
people the same benefits as your 
other employees. 


Q. What's the best way to cut the 
cost of Workmen’s Compensation 
insurance? 


A. Reduce accidents. That’s why 
safety programs can usually pay for 
themselves in cold cash and by no 
means are merely a business phil- 
anthropy. 

Q. How much Employer's Liability 
insurance should I carry? 


A. Around $25,000 worth used to 
be considered sufficient, but now it 
depends on your risk. In Connecti- 
cut, for example, the recommended 
amount is the state maximum, 
$500,000. This is because corporate 
directors in that state can be held 
personally responsible for injuries to 
employees and can be subject to 
personal penalties for tardy report- 
ing of an accident. Old “standard” 
coverages should be checked regu- 
larly. 


Q. Won’t increased coverage in- 
crease my costs? 


A. In many cases, not at all; in 
others, minor. For certain of these, 
you pay only when your're being 
covered, which is just when you 
need it. For example, if you have 
an endorsement to cover employees 
whose work requires them to go 





“Every state except those that accept 
only Workmen’s Compensation poli- 
cies written with their own state fund. 
These seven states are: Nevada, North 
Dakota, Ohio, Oregon, Washington, 
West Virginia, and Wyoming. 
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aboard ship (under the Longshore- 
men and Harbor Worker's Act), you 
pay only on the wages actually 
earned while aboard ship. 


Q. What about our people when 
they travel overseas? 

A. Get Foreign Compensation cov- 
erage, for which you pay only ac- 
cording to the wages earned while 
out of the country. 


Q. How are rates set for Work- 
men’s Compensation insurance? 


A. The rating bureau or board in 
each state collects data on all in- 
dustries operating in the state, sets 
an average rate for the industry. 
Your own experience then comes 
into what your company has to pay. 
You can get an analysis of your rate 
anytime from your own state bu- 
reau. Watch especially for catch-all 
industry classifications, or for such 
things as including office workers 
in your industry manufacturing 
category. 

Q. What is meant by experience 
rating? 

A. Experience rating is the applica- 
tion of a formula by the rating asso- 
ciation which reflects accident fre- 
quency and payments so that you 
are either penalized or rewarded 
for your loss history. Thus, a bad 
loss experience means you'll pay 
more than the average for your in- 
dustry, and a good loss experience 
means you'll get a credit from the 
average. 

Q. Where can I buy Workmen’s 
Compensation insurance? 


A. There are four principal sources: 
stock companies, mutual companies, 
and state funds (in seven states you 
must buy from this source, but 
other states operate state funds to 
compete with other sources). The 
fourth source is self-insurance. 


Q. Is there a rule of thumb that 
can help us decide if we should 
consider self-insurance? 


A. Circumstances vary so much 
that this is a tough one to answer. 
We've seen self-insurance operate 
successfully with risks paying as 
little as $15,000 a year in premiums. 
In other cases, a $75,000 premium 
might better be handled through an 
insurance company. 

text continues on following page 
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random checkpoints for 
your Workmen's Com- 
pensation Insurance 


v Beware of the insurance sales- 
man who's pushing a certain 
plan. Explore competitive bids. 


vw Don't make apparent cost the 
only consideration. Look into 
the insurance company’s Work- 
men’s Compensation department 
for its ability to help in acci- 
dent prevention and employee 
rehabilitation. Hidden costs of 
accidents have been estimated at 
83 to 4 times direct costs. 


i Check reserves your insur- 
ance company has set aside for 
unpaid claims . and do it 
before high reserves affect your 
experience rating. 


Remember that your W. C. 
audit probably allows you to cut 
off big salaries at some point. 
Don’t report any more than is 
necessary. Overtime payments, 
too, can be eliminated from the 
calculation in many cases. Don’t 
just report gross payroll. 


i Don't jump into either retro- 
spective rating or self-insurance. 
If you’re a relatively new com- 
pany, for example, be cautious 
about self-insurance until your 
operations have settled down a 
little. If you've had three years 
of good experience and are con- 
sidering retrospective rating, be 
sure that the three years are 
truly typical operating years. 


Consider additional medical 
coverage beyond legal require- 
ments. Definite limits are estab- 
lished in some states, while 
others have unlimited medical 
coverage. This can bring all em- 
ployees to the same level re- 
gardless of where they work, 
and it can provide funds for bet- 
ter medical care with resultant 
faster recovery and less lost 
time. Caution: This endorse- 
ment requires an _ additional 
premium. Although some states 
limit medical recovery, don’t 
change because of quirks in state 
laws. Add only where necessary. 
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What can happen when you look carefully into 


Workmen's Compensation Insurance 


ad 
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Case 1. Electronics firm. All employees except those in the office were 
classified in ‘‘electrical apparatus manufacturing.'’ When the rating bu- 
reau was informed that almost half the employees were involved in re- 
search activity, the payroll was divided and the researchers fell into a 
rating 60% lower than the original one. 


Several affiliated companies were 
enerdting under different names and with separate Workmen's Compen- 
sation contracts. Variances in classification existed even though jobs were 


identical. W. C. cost was reduced 52% when these inconsistencies were 
corrected, and the company got a rebate equal to three years’ premiums. 





Case 3. Contractor. An underage youth, not legally employable, was 
killed on the job. The state Industrial Commission assessed the employer 
100% of the compensation payment ($18,000) as a penalty. Punitive 
damages, generally, are not insurable. Warning: Be careful you do not 
violate any safety or employment regulations. 


A survey of costs resulted in a switch 
from self-insurance to regular insurance with an insurance company. A 
change in rating classification plus an improvement in the loss record 


resulted in substantial cost reductions. (The method of insuring last year 
is not necessarily the best method to use this year.) 





Case 5. Chemical processor. Finger injury was mistakenly reported as 
costing $6100 when it was actually $61. Alert comptroller found error 
during routine review of claim history. This error, undiscovered, would 
have cost the client in excess of $6,500 under the workings of their 
retrospective insurance plan, plus having an unfavorable effect on the 
basic rate for future years. (It is good practice under any kind of W. C. 
plan to require that the insurance company furnish you for verification at 
frequent intervals a fairly detailed statement of losses, including the 
claimant's name and amounts paid or held in reserve.) 





Q. How does self-insurance of 
Workmen’s Compensation work? 


A. You can try to run it entirely 
yourself, or you can get professional 
help from firms set up especially for 
this purpose. They operate your 
program with your money and un- 
less you're a giant it’s usually best 
to let them do it for the percentage 
they charge. They can set up and 
operate your plan, and they know 
the ropes. Regular policies from 
stock and mutual companies usu- 
ally figure 40% as operating expense. 
So-called retrospective plans will 
often come out less. But self-insur- 
ing isn’t all gravy—the difference 
isn't always simply pocketed. Self- 
insuring can produce more head- 
aches than it’s worth if your pre- 
miums are small and you operate 
in several states—or if your busi- 
ness activities are subject to year- 
to-year fluctuations. Then, too, 
you've got to compare the safety 
and rehabilitation program under 
self-insurance with that of insur- 
ance companies. 

Q. How do the charges of mutual 
and stock companies compare? 

A. This will depend on many vari- 
ables such as size of premium, loca- 
tion of operations, and the dividend 
paying procedures of the mutual 
company used. For example, in one 
New England state, assuming a 
$10,000 premium, a mutual com- 
pany paying a 15% dividend would 
effect a $900 reduction in cost. A 
different formula applies to retro- 
spective rating plans, often with 
similar results, and a careful analy- 
sis should be made of insurance 
company proposals in all instances. 
Caution: price is not everything. 
Company reputation, loss-paying 
attitude, financial dependability 
and engineering know-how should 
be important factors in your choice. 


Q. What about retrospective rat- 
ing? 
A. Retrospective plans are essen- 
tially a type of cost-plus insurance 
in which the insurance company 
provides all of the customary serv- 
ices (such as safety engineering, 
clainis handling, rehabilitation fa- 
cilities, loss payments, etc.) but 
with the final cost dependent upon 
continued on page 90 
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NOW! A LOW-COST WAY TO AUTOMATE INVENTORY CONTROL 





KEYSORT’ DATA PROCESSING 


Fast, accurate inventory control is at your fingertips 
with low-cost Keysort Data Processing. 

Keysort Data Processing is being used by hundreds of 
businesses for up-to-the-minute reports on inventory, 
order and sales analysis, job and labor costing, manage- 
ment control and other vital data. 


Fits any size plant 
Keysort has many advantages. No restrictive proce- 
dures; minimum training, remarkable economy, simplic- 
ity of installation and operation. In fact, Keysort is the 
only automated data processing system flexible enough 
to fit your business as it stands and as it grows. And at a 
cost well within your company’s budget. 


Cuts clerical work 
With Keysort you use easy-to-handle punched cards— 


mechanically created for rapid sorting and classifica- 
tion. Figures are automatically tabulated, results sum- 
marized direct to reports, giving you the meaningful 
on-time information you need for complete control of 
your business and profits. 


Ask us: for case histories 
Your nearby Royal McBee Data Processing Systems 
Representative has had a wealth of experience in solv- 
ing management control problems. Working with you, 
with your systems and procedure experts, he can offer 
helpful advice about a low-cost Keysort system tailored 
to your individual requirements. Call him, or write us 
at Port Chester, N. Y.—indicating the applications in 
which you are iciccastell anid we will be happy to 
supply you with actual case histories from our files. 


ROYAL MCBEE corporation 


NEW CONCEPTS IN PRACTICAL OFFICE AUTOMATION 


(Circle number 143 for more information) 
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asks expert 


by Dr. Robert N. McMurry 


HOW CAN I COPE WITH PEOPLE 
WHO HAVE BEEN FIRED? 


Question: Recently, we had to fire 
our office manager who simply 
wasn't up to the job. He never 
made trouble while working for us 
but, since leaving, his vindictive- 
ness has become a problem. He is 
friendly with several of our office 
staff and meets them for lunch or 
after work. It has been reported to 
me that he continually makes dis- 
paraging remarks about the com- 
pany and it is apparent that he is 
succeeding in stirring up unrest 
among some of our employees. Be- 
ing fired is never an easy pill to 
swallow, but I wonder if there’s a 
way to prevent discharged em- 
ployees from becoming bitter. I'd 
certainly like to avoid a situation 
like the present one in the future. 


Answer: I’m glad you point out 
that the office manager wasn't fired 
for trouble making because, if he 
had been a chronic trouble maker, 





GOT A PERSONNEL 
PROBLEM? 


Send it for treatment (your 

anonymity preserved, of 

course) to: 

Manager asks expert, 
c/o Management Methods 


22 W. Putnam Ave., 
Greenwich, Conn. 
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build where people 
want your plant! 


The plant that’s built on this 20-acre park 
site just three miles from downtown 
Richmond will find more than southern 
hospitality. Eager, willing workers already 
skilled or quickly trained. Friendly 
neighbors. In all, more than one-half million 
people in the Petersburg-Hopewell- 
Richmond area. Ideal for light industry 
and warehousing, this site is bounded on 
one side by the Petersburg Turnpike, on the 
other by Coast Line. 


Other advantages include: 
@ Strategic location for distribution 
northward or southward 
@ Cooperative local and state government 
e All municipal utilities available 


industrial park at Richmond, Virginia 


For details on this or other good sites in 
the Southeast Coastal 6, write or call. 
Inquiries held confidential. 


Direct inquiries to: 

R. P. Jobb 

Assistant Vice-President 
Department M-41 

Atlantic Coast Line Railroad 
Jacksonville, Florida 
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you would have an altogether dif- 
ferent situation. In that case, too, 
chances are that the rest of your 
office staff would know him for 
what he is and would not pay much 
attention to him. 

The way things are, the man un- 
doubtedly feels you gave him a raw 
deal—and it sounds, too, as if some 
of the others are beginning to agree 
with him. This makes me_ think 
that morale is thoroughly poor in 
your organization, and poor morale 
has its origin in poor supervision. 

Yes, this means you. Naturally, [ 
can't tell from your question exactly 


where you are falling down as a 
boss, but here are some of the 
things you might ask yourself: 


1. Whose fault was it that you 
had an office manager who was not 
“up to the job?” (He didn’t change 
overnight. You either mis-promoted 
him or mis-selected him.) 

2. Did you blow hot and cold on 
him, praising him one day and 
damning him on the next—and 
finally fire him just a short time 
after you'd told him he was im- 
proving? (This is typical of a weak 
supervisor trying to “develop” a 
poorly chosen subordinate.) 








vehicles are leased. 










National lease 
eA 








wmew Nationallease -.-. 


FITS YOUR TRUCKING NEEDS? 


@ THE CHANGE-OVER PLAN—We take over all of your present truck and 
maintenance problems, help you reorganize your truck facilities and per- 
sonnel. We supply you with new vehicles, engineered and painted to your 
exact requirements, or will buy and recondition your present fleet. 

@ THE ADD-A-TRUCK PLAN—As your business expands, don’t use vital capital 
for more trucks, lease new ones as needed. 

@ THE TRUCK RETIREMENT PLAN—As each truck in your fleet needs replace- 
ment, instead of buying a new one, lease it. In a few years all your 


@ THE PILOT PLAN—Instead of switching from ownership to leasing in all 
locations, select one location (or division) for a “pilot” operation using 
full-service leased trucks, comparing costs and headaches with trucks 
which you still own and maintain. 

LEASE FOR PROFIT — NATIONALEASE full-service truckleasing supplies 
everything but the driver. Licensed, insured trucks, engineered and painted to 
your needs, garaged and expertly maintained. ONE invoice, NO worries. Devote 
your full time, ALL your capital to your own business! 

LEASE A NEW CHEVROLET or other fine truck and operate it as your own, 

with no investment, no upkeep, no headaches! 






















National 





know-how; 
local controls 


—write for 






literature. 










@ 1961 
NTLS One truck or a hundred; 


all types and sizes. 


ray 7 ‘By rr NU DAILY—WEEKLY— 
rRUCKS FOR RENT xz ror an nour: 
It’s smart to tie up with NATIONALEASE for a “flexible fleet”. Pay only for 
trucks that are producing—YOU ALWAYS HAVE A STANDBY FOR 
PEAK SEASONS OR EMERGENCIES. Your local NATIONALEASE affili- 


ate is in the ’phone book and the yellow pages under National Truck Leas- 
ing System or write for facts and the name of the affiliate in your area— 





National know-how; local controls—write for literature. 


NATIONAL TRUCK LEASING SYSTEM 


Serving Principal Cities in the U.S. and Canada 
23 E. JACKSON BLVD., SUITE M-4, CHICAGO 4, ILL. 


NATIONAL 
TRUCK 
LEASING 
SYSTEM 


The ‘‘Lease-For-Profit’ Way! 
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3. Did you fire him in a fit of 
temper or, on the other hand, by 
giving him a pink slip and no ex- 
planation at all? It takes courage to 
call a man in calmly and tell him, 
properly, that he is through. 

4. Did you fail to remember that 
almost everyone puts a high value 
on his self-respect, and merits the 
same consideration that you would 
want given to you in similar cir- 
cumstances? (There are times 
when, on mature consideration, you 
may deliberately want to deflate a 
man’s ego by disciplining him in 
front of his subordinates or col- 
leagues, but firing a man who sim- 
ply isn’t up to his job could never 
be an occasion for such a display. ) 

If you find yourself compelled in 
all honesty to plead guilty to all 
these faults, then you have far to 
go indeed before you can be a good 
supervisor of people—in fact, I 
doubt if you'll ever make it. On the 
other hand, if you're just a little 
guilty, then remember that what 
employees want in a boss is that he 
should be stern, yet just; decisive, 
yet understanding. They hate in- 
decision. 

Next time you fire a man who 
isn't making the grade, let him 
know clearly that for a final period 
he is on trial, and where he must 
improve. Then, if he doesn’t make 
the grade, tell him—privately, in 
your office—that you have no 
further place for him because, de- 
spite many admirable qualities, he 
hasn't been able to adapt himself 
to handling the job exactly as you 
want it done. Once he is fired, he 
should leave immediately. Give him 
pay for whatever period is the 
practice in your locality or company 
—but don’t ask him to work it out. 
That always spells trouble. 

Just remember this: Unless there 
is some truth in a man’s complaints 
he won't get others to “buy” them. 
If you're harvesting trouble, you 
probably planted it. 


WHY WON’T BRANCH MANAGERS 
CONFORM TO COMPANY POLICY? 


Question: As general sales man- 
ager, it’s my job to get sales reports 
and forecasts in on time—on the 
right forms and with all the infor- 
mation required. However, we've 
got a couple of district sales man- 
agers who continually foul up our 
system. They're crackerjack as far 
as selling goes, but we’re spending 
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altogether too much money and 
time tracking them down by phone 
to get the information we need. I’ve 
spoken to them time and time again 
about the importance of following 
the system, but it doesn’t seem to 
work. How can I get these men to 
conform to company policy? 
Answer: These two men sound 
more like salesmen than sales man- 
agers, but very likely the title of 
manager is a calling-card title and 
the “managers” are actually lone 
wolves rather than men who direct 
the efforts of others. If you picked 
them to be managers in the true 
sense of the word, then undoubt- 
edly you fell into the old trap of 
picking the best salesmen to be 
managers—without realizing that 
the two jobs call for different and 
distinct qualifications. 

Be that as it may, there isn’t any 
way you can turn men who resist 
method, in the way you describe, 
into methodical form filler-outers. 
Give up irritating yourself and 
them by constant and _ fruitless 
harassment. In this aspect of their 
work, make company practice con- 
form to their limitations. 

In the two offices that are trou- 
blesome, I suggest you introduce 
what we call “complementary staff- 
ing.” In essence this means that if 
you have a man without certain es- 
sential qualifications, but want to 
keep him because of his capabilities 
in other respects, then give him an 
assistant who will supply the miss- 
ing qualifications. In this case, you 
should give each of your two “prob- 
lem” district managers an adminis- 
trative assistant who will be respon- 
sible for the periodic reports and 
forecasts which you need. This as- 
sistant may well be a mature and 
intelligent woman who can double 
as secretary (this neatly avoids 
problem of competition). In fact, 





About 
the 
author 


Dr. Robert N. McMurry is a manage- 
ment consultant and psychologist with 
25 years of experience in solving busi- 
ness problems concerning people. His 
new book, McMurry’s Management 
Clinic (Simon and Schuster, 1960, 
$4.95), contains solutions to scores of 
common “people problems.” 
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maybe there is already a secretary 
of this type working and she can be 
trained to give you what you need, 
when you need it. 

Please note that, in our experi- 
ence, complementary staffing only 
works when the missing qualities 
are of the more routine type. In 
your case, it is the routine reporting 
capabilities which are missing in 
the managers and complementary 
staffing could be a workable solu- 
tion. If, however, the district sales 
managers were crackerjack at paper 
work, but had men to lead and 
couldn't lead them, then you could 


not satisfactorily complement their 
weakness by moving a man with 
management capabilities in under 
them. You may have other district 
offices where this problem shows 
itself and, if so, your only long run 
solution would be to remove the 
nonmanaging managers. 

To put a manager under a non- 
manager is always disruptive, not 
supportive. We call it putting an 
A-type man under a B-type man, 
and it never works for longer than 
a very short period—usually meas- 
ured in months. The real boss must 
always be on top. s 

















It’s only natural for a salesman to try and stretch the life of 
a car he owns and uses for company business. But, when his 
car breaks down on the road he stands to lose time and 
money. You stand to lose orders and money. 


There are many reasons why more than 500 leading compa- 
nies in all industries use the unique PHH Car Plan. Assuring 
safe, up-to-date automotive transportation under a program 
that can be more equitable for the salesman and more 
economical for you, is just one of them. 


There are many more salesmen and management benefits available 
to you with PHH Services. If you employ 20 or more salesmen 
using transportation, call or write today for full information and a 
copy of our brochure entitled ‘A Look At The Peterson, Howell and 


Heather Car Plan.”’ 


PETERSON, HOWELL & HEATHER, INC. 


Complete Management Services for 
Salesmen’s Car Plans 

2521 North Charles Street— Department B-7 
Baltimore 18, Maryland 

In Canada—3970 Cote des Neiges Rd. 
Montreal 25, P.Q. 
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Waiting for the mail 





gives doodlers a break! 
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Of course, the doodlers might be 
working. In most offices. however, work 
doesn’t get under way in the morning 
until the mail is opened and distributed. 
A MailOpener helps the business day 


get started earlier, can save a lot of time. | 


@ The MailOpener opens mail faster, 
more neatly, and more efficiently than 


by hand. Snips a hairline edge off an | 


envelope without disturbing contents. 
Handles any size or weight of envelope. 
@ Three models, electric and hand 
operated, for a lot of mail or a little. 
@ Ask the nearest Pitney-Bowes office 
for a free demonstration. Or send for 
free illustrated booklet. 


FREE: Send for handy desk or wall chart of 


latest postal rates, with parcel post map 
and zone finder. 


Pitney-Bowes 
MAILOPENERS 


Pitney-Bowes, Inc. 
4562 Walnut Street, Stamford, Conn. 


. originator of the postage meter .ee 


148 offices in U.S. and Canada. 
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spacefinder “filing system 


*successfully saving time, space 
and money in thousands of offices 





Revolutionary new Spacefinder Filing System gives savings up to 50% in clerical 
time, floor space, and cost—while affording the same dust, dirt and fire protection 
as drawer files. Write for Planning Kit and Free Catalog. 


*Can you identify the six filing applications above? (1) Medical records files 
in an outstanding Pennsylvania hospital. (2) Blueprint files in engineering 
section of a leading manufacturer of data processing equipment. (3) Mort- 
gage loan files in a prominent Los Angeles savings and loan company. 
(4) Terminal digit filing in Auto Use Tax division of the Department of 
Motor Vehicles in a large Western state. (5) Saving space in the one-girl 














personnel office in a national airline regional 
office. (6) Beauty and orderliness in the home 
office of a major western insurance company. 


Free Planning Kit shows how Spacefinder Filing System can save time, 
space, and money in your office. Write to Free Planning Aids, Tab Prod- 


ucts Co., 995 Market Street, San Francisco 3. 


rAE 


PRODUCTS CO. 
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Role playing 


continued from page 50 


ecutive was like. It was false to his 
character and his way of life. Try- 
ing to live in an unnatural pattern 
(for him), Black grew frustrated 
and his willingness to learn and to 
work dropped consequently. 


Actions the company should have 
taken. Preventives, instead of cures, 
work best for men like Black. 

Before a company makes a pro- 
motion, it must recognize certain 
key facts about the new position 
and the man to fill it. Black be- 
lieved that he had to conform 
simultaneously to a number of ex- 
pectations—on the job and in his 
personal life. Because he could not 
live the kind of personal life he felt 
was called for, Black could not 
stabilize his concept of the role he 
had to play. This kept him at odds 
with the organization. 

Black’s company should have 
analyzed him more thoroughly. 
Had it done so, it probably could 
have foreseen the difficulties that 
arose. Temporary promotions must 
be handled with discretion. Some 
men lose their perspective during 
the temporary phase of their job. 
They misinterpret their roles and 
fail. 

Although case after case has 
proved that good specialists do not 
necessarily make good managers, 
companies still disregard the fact. 
Certain abilities are called for in the 
executive ranks. If a man does not 
have them, he should be given op- 
portunity and guidance in develop- 
ing them before he is promoted to 
a job where he'll need those abili- 
ties from the first day on. 

Black’s resignation was _ predict- 
able. Once a man has supervisory 
status, he’s not likely to accept a 
demotion. In our culture, social 
pressures for prestige are too strong. 


CASE 
HISTORY 


Future ex- 
pectations role 


John Gray’s problem is clear: 
What he feels the company can ex- 
pect of him is different from what 
the company really expects of him. 

Gray is a machinist in the metal 
working shop of his company. He is 
ambitious, personable and does his 
work well. His foreman recom- 
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DEAL YOURSELF A ROYAL FLUSH 


Only Royal offers so many ways to answer such a wide variety of specialized office 


needs. Whether they be complete work stations, reception seating, or a single 
office chair — Royal fills the bill with ROYAL office chairs, ARNOT Partition-ettes® 
and Modular Desk components, DELUXE Verti-Files and Cabinets, and famous 


he VISCOUNT modular reception seating. All in the advanced styling that made 
J a = \ Royal famous—each with durability to match. An increasing number of successful 


“@ 


einige phot empath today for complete information. ROYAL METAL MANUFACTURING COMPANY, 
Output. Ask about our #1202 


armiess, fixed-back chair. Dept. 4-D, One Park Avenue, New York 16, N. Y. In Canada—Gailt, Ontario. 


OFFICE Y FURNITURE 
firms are choosing Royal to satisfy their growing needs. Why don’t you? Write 


SHOWROOMS: New York, Chicago, Los Angeles, San Francisco, Seattie; Galt, Ontario ¢ LICENSEES: France, Engiand, Australia, Venezuela, 
FACTORIES: Plainfield, Conn., Michigan City, ind., Los Angeles, Calif., Warren, Pa., Jamestown, N. Y., Galt and Smith Falis, Ontario 
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- - - WHY IT PAYS YOU 
TO BUY CINCINNATI 
CLOCK AND 

PROGRAM SYSTEMS 





Only Cincinnati Time Recorder offers you all these features, whether for attendance 
recording, production control, or labor time study. 


1, Time Systems covering any group of requirements . . . from basic clock and program 
contro! through the most exacting control, signalling and communications requirements. 


2. Simplified program setting . . . push a roller on a pin. Both are re-useable and 
require no tools or special skills. 


3. Minute-to-minute programming . . 
single knob control. 


. individually calendared program circuits, with 


4, Entire system may be controlled or synchronized to exact time from the master unit. 


5. Automatic hourly clock supervision . . . up to 58 minutes slow and 57 minutes fast 
. . . plus twice daily supervision with a 12 hour control range. 


6. 12 hour spring reserve power . 
failure. 


. « for continuous operation throughout line power 


7. Plenty of power ... controls an unlimited number of secondary clocks, 
8. Engineered simplicity . . . for lower installation cost and minimum service . 


9. Simplified installation . . . surface or flush mounting with exclusive swing-out trunnion 
mounting for easy access, 


10. All switches enclosed (dust and moisture free) snap-action type rated at 15 amps. 
11. Rugged, U.L. Approved Construction . . . for safe, long life. 


12. Nationwide service . . . more than 150 service locations. 


Call your Cincinnati representative for a discussion of your particular application. Or, 
write for our Time Systems Handbook . . . an easy reading guide to good equipment. 


Cincinnali 
TIME RECORDER CO. 


1734 Central Avenue 
CINCINNATI 14, OHIO 


_SINCE 1896 
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mended that he be considered for 
the next foreman’s opening that oc- 
cured. 

The department manager de- 
cided to interview Gray, so that he 
could look him over “first hand.” 
Gray proved to be satisfactory in 
every sense but one: a rather in- 
dependent attitude toward the com- 
pany. He seemed to feel that as 
long as he did his job well, this was 
all the company had a right to ex- 
pect of him. When asked if he 
thought he could suitably repre: 
sent management in dealing with 
union members under him, Gray’s 
reply was, “That depends on 
whether I think management is in 
the right.” is 

The department manager put a 
“hold” on the recommendation that 
Gray be made a foreman. This did 
not rule out the possibility of Gray’s 
becoming a foreman. It just delayed 
it. 

Actions Gray should take. No 
man is expected to idolize his com- 
pany to the extent of ignoring his 
own intelligence, judgment and 
knowledge of human nature. 

Nevertheless, if Gray wants the 
promotion, he must realize that in 
any kind of managerial position, 
roles must be played with the goals 
of the business in mind. In Gray’s 
company, one of the foreman’s roles 
is to represent management. By his 
own admission, Gray was not ready 
to play this role. 

Gray should study management's 
position in several arbitrations and 
disputes. It will give him a better 
understanding of how management 
feels. If it is inconsistent with his 
basic beliefs, he will know that he 
does not really want the foreman’s 
job. 

Actions the company should take. 
The department manager was prob- 
ably right in delaying Gray’s pro- 
motion. 

But just as Gray must help him- 
self to uncover the role manage- 
ment expects of him, so can the 
company help him to broaden his 
viewpoint. He might be asked to sit 
in on foremen’s meetings, partici- 
pate in grievance processing or take 
special training or development 
courses—all aimed at giving him a 
better understanding of the man- 
agement side of the business opera- 
tion. 

The company should demon- 
strate and communicate a special 
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Combinatio: Se 
Send-Receive Page Printer, 
Tape Punch and Tape Reader 


Sas 





Send-Receive 
Floor Console 


Table Model 
Send-Receive Set 





Which Teletype printer is best for you? 


Which of these Teletype Model 28 page printers is 
best for your message and data communications needs? 
Each will perform the basic function of all Teletype 
equipment—to flash information over long or short 
distances. But in addition, each has varying capabilities 
to meet the requirements of the individual user: 
Send-receive page printer in console—probably 
Teletype’s most familiar product; for sending as well 
as receiving page copy. 

Receive-only page printer in console—the same 
machine, but without a keyboard. For use where infor- 
mation need only be received, not sent. No operator 
is required. 

Table model—with or without keyboard... similar 
model available for rack mounting. 


Combination set—a complete message center in 


one compact cabinet. In addition to page printer and 
keyboard, it contains facilities for preparing punched 
tape and for transmitting and receiving via tape. 


All of these Teletype Model 28 page printers fea- 
ture the Stunt Box, a built-in ‘“‘programming”’ mech- 
anism that will inexpensively handle a wide variety of 
remote control and switching tasks such as automatic 
station seleetion. All models can be supplied with 
sprocket-feed and tabulating mechanisms for use with 
multi-copy business forms. All are available, too, in a 
choice of cabinet colors to match office decor. 


Teletype Corporation manufactures this equipment 
for the Bell System and others who require the utmost 
reliability from their data communications. Teletype 
equipment can be used with Data-Phone and other 
communications services. 


TE LE TY PE 


CORPORATION ° 


sussioiary of Western Electric Company inc. 

















Free Model 28 Line folder. Write Dept. 38-D, 
5555 Touhy Avenue, Skokie, Illinois 














Tape Reader and 
Typing Tape Punch 


Send-Receive 
Page Printer 


Automatic Send- 
Receive Set 
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A New Way 
to Spur Gains in 
Productivity 





The 
RUCKER PLAN 


for 
a) Hourly Employees 
and/or 


b) Executives and 
mid-Management 








THE Eppy-RUCKER-NICKELS COMPANY 


Literature upon 
Executive Request 


FounpeED 1929 
Management Consultants 


6 Brattle Street 
CAMBRIDGE 38, MASS. 














STORAGE 


ALL YOU NEED TO KNOW 


ABOUT RECORD STORAGE 


IN 2 FREE BOOKLETS 


Send for your FREE ‘‘Manual of 
Record Storage Practice” telling you how 
long to retain or destroy business records. 
It outlines an easy-to-do storage plan 
for inactive records. 

With the Manual we will send our New 
Catalog on Record Storage Filing Equip- 
ment. Learn the facts thatevery business- 
man should know about record storage. 


Clip ad to your letterhead and mail to: 


“ERS 
SMCS. BANKERS BOX CO., Dept. MM-4 
> 6 Record Specialists Since 1918 
PopuC’ «2607 N. 25th Ave., Franklin Park, Ill. 
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How to 


When reports go to “The Boss,” 
why not make them error-free, more 
readable, quick and easy to use 
for comparisons and figure 
analysis. Everyone will be pleased. . 
New Hano VERTI-BAR Tab 
Forms with shaded vertical 

or horizontal columns are the 
answer. They are worth looking 
into right away. 


EASY REFERENCE 
NO EXTRA COST 
FREE SAMPLES 


~ COMPANY, INC. 


Main Office and Factory 
Holyoke, Massachusetts 





Branch Plant — MT. OLIVE, ILLINOIS 
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interest in him to try to build a feel- 
ing of loyalty and _ identification 
with the company goals. 


Summary 

It’s obvious that every company 
operates for a specific purpose. 

This means that there must be 
goals which will result in a profit- 
able operation. When these goals 
and purposes are clear, and the 
methods to achieve those ends are 
also understood, the various means 
to the ends can be organized into 
roles. 

Frequently, such roles—or man- 
agerial positions—are set up before 
the individuals to fill them have 
been determined. In the first case 
history, for example, the firm knew 
what it expected of a marketing 
director. The difficulty arose when 
Harold Green misinterpreted the 
role he had to play as marketing 
director. 

The person selected to fill a cer- 
tain position may not fit exactly the 
role expected of him. Nevertheless, 
the role serves as the norm for the 
behavior of the person filling it. 
How much departure from. this 
norm management will tolerate 
usually depends on whether such 
departures have constructive or 
destructive results. 

Here’s what this means to you. 
To play your company-assigned 
role satisfactorily, you must live up 
to the expectations management 
has for that role. But there’s an- 
other side to it. You have to be 
satisfying your own needs and 
urges for self-realization and accom- 
plishment. 

However, there is a third side to 
the proposition. You may be un- 
equipped to play the role one or- 
ganization demands of you. Or you 
may have no desire to shape your 
activities or methods of operation 
to fit that role. 

The important judgments you 
must make, therefore, are 1) what 
the role is, 2) can you play it ef- 
fectively and, 3) do you want that 
particular role? 

A job is more than what you do 
for income. If personal satisfaction 
does not accompany job perform- 
ance, the role you want to play will 
conflict with the role the company 
wants you to play. Personal satis- 
faction with your role goes hand in 
hand with effectiveness of executive 
performance. # 
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Office designed for BETTER WORK... 

















the furniture, of course, by All-Steel 


ALL-STEEL EQUIPMENT INC. 


AurOra, | 





Comfort and style together with tasteful use of color 


are combined in office furniture by All-Steel. Here 


Ae is furniture that creates a background for better 
work. See your ASE dealer or write for brochure. 

















INVOICE 


SOLLEcTign Copy 


LIAB * rv 
PloareR 27¥ 1 Sae 


rue 


$978) 
- 
| 2136 "26 
~ TIT §$ 
| —_ 
20 
-82B1 62 
6.20 
7.829 62 
-20 
82 








AccTsS RECEIVABLE copy 








EXPIRATION COPY 





“NCR PAPER 


oe RE: 
Z 


JOSEPH ROUTZONG, President 
of Joe Routzong, Inc. 


saves its entire yearly cost every nine months.” 


“We use NCR Paper (No Carbon Required) forms be- 
cause they save valuable time and increase our operat- 
ing efficiency. 

“We process more forms in less time because we do 
not have to insert or remove carbons. NCR Paper makes 
it possible for us to pick up originals and copies as a 
complete unit. 

“NCR Paper provides our clients with copies that 
are always clear and easy to read, regardless of the 
number of times copies are handled. This is a ‘must’ 
for us because legibility is an absolute necessity for 
our records. 

“Though NCR Paper often costs more than forms 
with carbons, the extra cost is more than repaid in 


ASK YOUR LOCAL PRINTER OR FORMS SUPPLIER ABOUT NCR PAPER 


Another Money-Saving Product of 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


—JOE ROUTZONG, INC., DAYTON, OHIO 


savings of time and other advantages. 

“‘We estimate NCR Paper saves us its entire yearly 
cost every nine months by reducing our operating 
expenses. 


Oe 8 


President, Joe Routzong, Inc. 


NCR PAPER 
ELIMINATES 
CARBON PAPER 


1039 OFFICES IN 121 COUNTRIES ¢ 77 YEARS OF HELPING BUSINESS SAVE MONEY 
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Better ways 


to run a 
business 





Here's a way to 


CEMENT RELATIONSHIPS 
WITH SHAREHOLDERS 


No matter how numerous or geo- 
graphically scattered the sharehold- 
ers of your corporation may be, 
closed circuit TV can bring them 
together. 

One of the limiting factors of 
shareholder meetings has always 
been the problem of travel. Meet- 
ings held in New York, for example, 
cause inconvenience—and expense— 
to stockholders from outside the 
metropolitan area. 

The introduction of closed circuit 
TV for stockholder meetings may 
well be the answer to this old prob- 
lem. 

The first coast-to-coast gathering 
of stockholders ever conducted by 
an American corporation was re- 
cently held on closed circuit TV by 
General Mills. 

Four thousand stockholders par- 
ticipated simultaneously with top 
management in the meeting pro- 
duced and networked by TNT 
(Theatre Network Television, Inc.). 
Seven cities were linked in the 
large-screen telecast: New York, 
Chicago, Boston, Buffalo, Minneap- 
olis, San Francisco, and Los Ange- 
les. By means of two-way audio, 
stockholders in all seven cities were 
able to engage in a question and 
answer session with top manage- 
ment. 


Here's a way to 


GIVE YOUR SALESMEN 
MORE TIME TO SELL 

Thanks to a new order-taking 
system at General Liquors, Inc., 
salesmen can now devote a full day 
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Mental alertness promotes 
business’ growth. Proper 
equipment frees minds to 
concentrate on the job. Start 
with the most important 
factor—chairs. Make them 
Harter Criterion. Fifteen models 
for every job function in the 
office. Guaranteed construction 
is bridge-strong. Deep, cool foam 
rubber cushioning. Rounded 
non-marring corners protect 
other furniture. Try a Criterion 
at your Harter dealer’s 
Seating Center where you 
can feel the comfort and 
compare the beautiful 
quality of Harter chairs 
for yourself. 





Full-back swivel armchair with unique 
cantilever arms for executives. 


Lower priced open-back swivel Stenographic chair to match, even 
armchair for supervisory personnel. down to aluminum base. 










You'll get your literature by return 
mail if you just attach this coupon 
to your letterhead and mail to: 
HARTER CORPORATION 
406 Prairie Street, Sturgis, Michigan 
Canada: Harter Metal Furniture, Ltd., 
Guelph, Ont 
Mexico: Briones-Harter, S.A 
Lago Iseo 96, Mexico 17, D.F 
RE OL: 4: 


7? 


ND SEATING ONLY FOR OVEF 
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to selling instead of shuffling paper- 
work. 

Here’s how the mechanized 
method works. After hours, be- 
tween six and eight each evening, 
each of the firm’s 20 salesmen sim- 
ply phones in his entire day's or- 
ders. 

At headquarters, all orders are 
taken and inquiries answered by a 
one-man staff. 

Surprisingly, there’s no jamming 
at the switchboard, no piling up of 
orders not processed. Each order 
is taken as it is phoned in and im- 
mediately processed, at minimum 
cost per order. 

Under ordinary procedure, this 
would be an impossible task for 


one man. 

Mechanization with the aid of a 
dictating machine is General Liq- 
uor’s answer. As calls come in, the 
order clerk answers any questions 
the salesman may have, then he 
switches the salesman over to an 





Order cards are pulled as clerk lis- 
tens to order data recorded on 
Voicewriter disc. Transcription and 
multiple handling of forms is elimi- 
nated through mechanization. 





Multiple incoming calls from 20 
salesmen can be handled at once 
by a clerk using mechanized order 
transcription at midwest liquor dis- 
tribution headquarters. 
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Edison Voicewriter which records 
details of the orders. When a disc 
is filled with orders, it is sent to 
the tabulating room. Here the order 
clerk, while listening to data on 
the disc, processes the orders. 


arise the disc can be located in 
seconds, and the order played back 
to the customer or salesman. 
According to Controller Fred Vo- 
gler, the entire process of taking 
orders, billing them, and getting 


the merchandise to the customer 
has become more efficient and less 
expensive. Most important of all, 
the sales force can use all its day- 
time hours for selling. 

Added bonus: the company’s 
phone bill has been cut consider- 
ably. Instead of toll calls being 
“held” at the switchboard until the 


This system has eliminated much 
paperwork and manual transcrip- 
tion. There’s no need to copy, proof 
and re-enter data from order forms 
to card indexes. 

Each side of each disc is assigned 
a code. This number is printed on 
each invoice taken from that side 
of the disc. Should a question 








TWO NEW AUTOMATIC 
COLLATORS BY THOMAS 









New 50-Station Collator 


Offers more features at a lower price than any 
other high volume collator on the market. 
















@ Accurately collates, counts and staggers 25,000 
sheets per hour...stitches at a slightly lower rate 


@ Exclusive push button programmer permits dif- 
ferent collating jobs to be run at the same time 


@ Occupies only 17% square feet of floor space 
@ Loads in less than 7 minutes...no vacuum sys- 
tems or fans to adjust, no need to compensate 


for weights or finishes of stock 


@ Handles sheet sizes from 7” x 8” to 11” x 14” in 
almost every weight and finish 


@ Foolproof miss and double detector stops ma- 


chine instantly, preventing errors in finished sets 


a product of Thomas Collator Industries, Inc. 
a subsidiary of Thomas Collators Inc. 
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order clerk has finished taking a 
previous order, they are transcribed 
onto discs in record time. 


Here's a way to 


SLAY SALES RESISTANCE 
WITH EXTRA ENDEAVOR 
Here is a handful of ideas being 
used successfully to beat current 
buying inertia or overcome com- 
petition. 
The Institute 


Spanish Sherry 


staged tastings before men’s groups 

















@ Automatically collates, counts, crisscrosses or 
staples 6000 sheets per hour, regardless of the 


number of sheets per set 


@ All 12 stations can be loaded in a minute. No ad- 
justments necessary for weight or finish of stock 


@ Each station will handle approximately % ream 
of 3” x 5” to 11” x 14” stock in most weights and 


finishes 


@ Any station can be eliminated simply, easily... 


at the flick of a lever 


@ Automatic miss and double detectors stop machine 


instantly... provide positive accuracy 


@ Takes only 2% square feet of floor space...only 


44” high 


For complete information on the many ways you 
can speed up your collating operation and substan- 
tially reduce costs with either of these two new 


collators, write today to Dept. D34. 


Thomas Collators Inc. 


World’s Leading Manufacturer of Collating Equipment 
100 Church Street, New York 7, N. Y. 


New 12-Station Collator 


Provides fully automatic collating without the 
penalty of high price or space waste. 


in New York suburbs. Complimen- 
tary bottles also appeared on tables 
in prestige men’s clubs in New 
York City. Object: to plug sherry as 
a man’s drink. 

Ford tried blitz demonstration 
tactics in Flora, Ill. Some 1,400 
local residents drove 1961 cars and 
trucks during a six-day trial drive 
period. 

“Instant bathrooms” was the 
sales prodding gimmick of Noland 
Co., Newport News, Va. Long-term 
credit, granted on the spot, spurted 
sales for plumbing and_ heating 
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equipment to contractors and home 
owners. 

Sales meetings were dropped by 
Albright-Neil, Chemetron subsid- 
iary, in favor of traveling sales tours 
of customers’ plants in Nebraska 
and Iowa. The whole selling force 
made the rounds by air, rented car 
and bus. 

Tupperware of Orlando, Fla. 
boosted sales by handing a key to 
a new car to each of its 1,000 lead- 
ing sales women. 

John Marshall Hotel in Rich- 
mond, Va., makes guests want to 
return by handing each two shiny 
dimes on departure—for use in 
speedy exact change booth on the 
nearby turnpike. 

Republic Steel is staging stainless 
steel clinics in hired halls around 
the nation. They feature refresh- 
ments, movies, and live demonstra- 
tions of several kinds of soldering 
techniques. 


Here’s a way to 


SLASH THE COST OF 
BUSINESS CORRESPONDENCE 

The cost of your business corre- 
spondence may be cut as much as 
80%. Many firms are realizing these 
cutbacks by using “speed letters” to 
cover more and more of their busi- 
ness communications. 

The speed letter is a business 
form, usually containing ruled space 
for handwritten or typed message 
and reply, and is made up in tripli- 
cate with disposable one-time car- 
bons. Its main uses are for in- 
teroffice communications, shipping 
orders, sample procurement, and 
other matters where quick replies 
may be needed. 

A number of forms manufac- 
turers provide standard types of 
speed letters. One such manufac- 
turer, Wilson Jones Co., Chicago, 
recently surveyed users of speed 
letters. Survey findings indicated 
that the average cost of a speed let- 
ter was $0.384. This is a savings of 
$1.44 from the current $1.83 aver- 
age estimated cost of a conven- 
tional business letter, as reported 
earlier this year by the Dartnell 
Office Administration Service. 

The percentage of correspond- 
ence which can be handled by 
speed letters will vary depending 
on the size and nature of your busi- 
ness. Most firms claim a percentage 
in or around 35%. 
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mums When long established Madison Fund, Inc. moved 
to new quarters on Madison Avenue, it logically turned to the Madi- 
son period for its decor. 

Besides echoing the era, President Edward A, Merkle wanted to 
impart the same serene atmosphere in his business quarters as is 
found in the den of his own country home. 

This air of stability and hominess was tastefully accomplished 
with the handsome antiques and authentic accessories carefully 
collected by interior designer B. Otto Jacobsen. 

The comfortable result is a lived-in look for the new offices of an 
old firm. The decor breathes an air of confidence to clients of this 
closed-end investment trust. 


Authentic old look for 


THE MAN 


Edward A. Merkle 
President 


THE FIRM 


Madison Fund, Inc. 
New York 


THE DESIGNER 


B. Otto Jacobsen 
Nyack, N. Y. 


PHOTOGRAPHS BY GOTTSCHO-SCHLEISNER, INC. 
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This business office repeats the serene dignity of the decor found 

in the study in President Merkle’s own home. Authentic English and 
American antiques further the settled, at home feeling. Deep 

green felt covered walls serve as foil for the gleam of brass 
chandelier and other collector's items. 
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Documentary carpeting adds pattern to 
Colonial reception room. Early American 
theme is emphasized with interesting 
period pieces. Patina of pewter chandelier 
and pewter plate display in corner cabinet 
contribute to long established atmosphere. 








Handsome grandfather's clock, Early 
American convex mirror and sconces 
complement Chippendale pieces in 
comfortable corner opposite the presi- 
dent's desk. Authenticity is carried out 

in detail—even to the old brass lock on 
the paneled door. 





Library look makes board 
room seem part of comfortable 
country home. Cheery yellow 
bookcases offset soft delft 
blue wallpaper. Captain 
chairs around table add to 
the homey air. Colonial cup- 
boards give unobtrusive 
answer to storage needs. 
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A DIVISION OF SCHOOL MANAGEMENT MAG 
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long before ground is broken! 
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New products 


FOR THE MANAGER AND HIS STAFF 


OFFICE EQUIPMENT 





New low cost adding machine 
may save time and money 


The Elite Adding Machine made 
by American Office Equipment Co. 
retails for only $49.50. This could 
be an inexpensive time saver for the 
busy executive's desk. It is portable 





The ‘‘Elite’’ adding machine weighs 
only six pounds and is easily carried. 


(only six pounds) and can be easily 
passed to personnel who have occa- 
sional needs for an adding ma- 
chine. 

The machine features a full key- 
board, ability to do direct subtrac- 
tion, and a repeat key for multiple 
additions. 


To learn more about this low cost 
adding machine, circle number 250 
on the Readers Service Card. 


INTERCOMMUNICATIONS 





Internal telephone system 
serves as many as 100 phones 


A new private internal telephone 
system has been introduced by 
Stromberg-Carlson Division, a divi- 
sion of General Dynamics Corp. 

Basically, the Dialmaster, as it’s 
called, is a completely automatic 
internal telephone switchboard. 
Fully equipped, the unit can ac- 
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Automation Cornerstone 


The Friden Flexowriter® has three basic capabilities: 1) It can type, 
2) it can record what is typed on punched paper tape, 3) it can read 
tape back to itself, retyping automatically at 100 words per minute. 


These things are remarkable enough, but the important point is this: 
Tapes produced on the Flexowriter can automatically control a great 
variety of other machines—those made by other manufacturers as well 
as by Friden. Thus the Flexowriter performs the key task in automation, 
translating human language into a language that machines understand. 


Applications for the Flexowriter are immensely varied. It allows man 
to converse with computers. It prepares tapes that control automated 
machine tools. It’s also bringing about a major revolution in the han- 
dling of basic business paperwork. And the surface is only scratched. 


It will pay you to learn more about this machine and the jobs it could 
be doing for you. Your local Friden Systems Representative is the man 
to see. Or write: Friden, Inc., San Leandro, California. 


THIS IS PRACTIMATION: automation so hand-in-hand with 
practicality there can be no other word for it. © 1961 FRIDEN, INC 


@ lriden 


SALES. SERVICE AND INSTRUCTION 
THROUGHOUT THE U. S. AND WORLD 
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commodate 14 two-way conversa- 
tions simultaneously. 

For complete details on_ this 
self-contained intercommunications 
switchboard, circle number 254 on 
the Reader Service Card. 


MORALE BOOSTERS 





New background music systems 
can raise worker efficiency 

Two new background music sys- 
tems have been introduced which 
have the advantage of being con- 


—— 





trolled within the plant. Manage- 
ment can vary the music tempo 
with the temperment and fatigue 
peaks of its employees. 

Musi-Pak, Inc. has developed a 
tape cartridge system that is avail- 
able anywhere in the United 
States. It costs only $18 per month 
plus a modest investment in the 
player and speaker. The fee in- 
cludes maintenance, as well as a 
large choice of scientifically pro- 
grammed music cartridges. 

Grommes Division of Electronics, 
Inc. offers the FM tuner amplifier 


Wee the Wonie ... 
Office or Conference Room 

















The quality projection screen 
that is fully automatic... operates 
electrically at the touch of a switch! 


Touch the switch—and a ceiling panel 
lowers to permit the projection screen 
to roll quietly into position ready for 
use! Touch the same switch—and the 
screen returns to its concealed position 
out-of-sight until needed again! This is 
without a doubt the ultimate in quality 
projection screens. Famous Da-Lite 
White Magic Glass Beaded screen 
surface permits projection of pictures 
with sharp definition, colors appear at 
their very best. Completely assembled 
ready for fast, simplified installation. 
A quality product you will not hesitate 





to specify — backed by the world’s lead- 
ing manufacturer of projection screens. 


New technical bulletin gives details on instal- 


lation and operation of electrically operated 
Da-Lite projection screens. 


(@)) 


SCREEN COMPANY, INC., WARSAW, INDIANA 
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model 510 at a net price of $149.95. 
It has input systems for phono- 
graphs, tapes, and microphone. It 
can function as a public address 
system at the same time it provides 
background music. 

For further information on these 
background music systems, circle 
number 252 on the Reader Service 


Card. 


PUBLIC SPEAKING AIDS 





Portable address system 
houses its own lectern 


Kinematix, Inc. has announced 
a portable public address system 
which is completely self-contained, 
including a lectern. 





Self-contained sound system has tight- 
ly sealed speaker enclosure. 


Named the Roving Rostrum, the 
sound system is fully transistorized 
and runs on two lantern batteries 
with an average three-month life. 

Its lightweight carrying case 
houses the entire unit plus goose- 
neck microphone, 10-watt amplifier 
and 10-inch speaker. Provisions are 
made for output for a tape recorder 
and phonograph inputs. 

Priced at $149.95, the unit meas- 
ures 16 by 18 by 8% inches. 

For more details on the Roving 
Rostrum, circle number 239 on the 
Reader Service Card.. 


RECORDKEEPING 





Open shelf power files 

help solve bulk filing problems 
Mass filing, with the ease of push 

button retrieval, is now possible 

with new power units. Designed by 
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Furniture by Monarch Furniture Company, High Point, North Carolina 


U.S. NAUGAHYDE’ U.S. NAUGAWEAVE’ 


finest in vinyl upholstery breathable vinyl ie 


Yearning for some bright, light, happy color in your office? Well, it’s not only easy 
—but it’s basically economical, too—if you specify U.S. Naugahyde upholstery. 
Naugahyde — and the richly textured patterns of Naugaweave, as well — are not only 
beautiful and luxurious, but amazingly durable and easy to care for. The minimum of 
attention keeps them looking fresh and bright as new. Best of all, you have an almost 
limitless selection of patterns, textures and colors—so choose the colors you like 
best —they’re guaranteed practical if they’re Naugahyde or Naugaweave... the 
world’s finest vinyl upholstery fabrics. 


US Coated Fabrics and Koylon Seating Dept., Mi 


hawaka, Indiar In Canada: Do 1 Rubber Company, Ltd. 
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1. To save filing time: spillproof Acco folders 


Accobind folders keep your papers secure, in sequence, easy to find. 
Eliminate frantic searching for loose “lost” papers. Fastened papers slide 


out for easy transfer. Firm press- 
board covers stay new-looking, ACG Cc oO a 3 Pe a3 


never sag, save file space. 5colors. GENUINE PRESSBOARD FOLDERS 





2. To save storage space: adjustable Acco 


Accopress binders don’t bulk or bulge. They adjust to their contents, 
whether one sheet or one thousand. Space-saving, economical, spillproof 


—ideal f ds, invoices, 
catalogs. Long-lasting pres MC COPRESS 


board. Available in 12 colors. GENUINE PRESSBOARD BINDERS 








binders 


ACCO PRODUCTS: A Division of Natser Corporation, Ogdensburg, N.Y. @ In Canada: Acco Canadian Co., Ltd., Toronto 
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Diebold push button retrieval files 
utilize floor to ceiling space. 


Diebold, Inc., the open shelf floor- 
to-ceiling files bring any document 
to the worker without climbing or 
stooping. 

All shelves rotate in an upright 
position at the touch of a button. 
Models are available with 12, 14 or 
16 shelves for either letter or legal 
size records. 

For more details on these space 
saving power files, circle number 
242 on the Reader Service Card. 


DATA PROCESSING 





New transistorized electronic 
machines cut cost and time 


Smith-Corona Marchant offers 
two new data processing machines: 
the Typetronics 2215 and 6615. 

The main advantages of the 
Typetronic 2215 consist in speed, 
accuracy, and quiet operation. It is 





New Typetronic processes repetitive 
writings at 100 words per minute. 


APRIL 1961 


capable of typing 100 words per 
minute from punched tape or cards. 
It eliminates the costly manual 
phase of repetitive writing en- 
countered in processing orders and 
invoices. The machine stops auto- 
matically to allow the operator to 
enter manually any variable data. 
It includes punches which record 
and store data for future use as an 
order is typed. 

The Typetronic 6615 is a com- 
bination electronic calculator and 
electric typewriter. The transistor- 


stores information while the oper- 
ator is preparing the business form. 
It is capable of performing the 
most complex calculations — in 
slightly over one second. 

The Typetronic machines are 
priced from $4,000 to $9,000 de- 
pending on specific installation 
needs. They are also available on a 
lease basis. 

For more details on these new 
Typetronic machines distributed by 
Smith-Corona Marchant, Inc., circle 
number 241 on the Reader Service 


Card. 


ized arithmetic unit computes and 











A single machine that applies 
all types of address labels? 


Wide-strip, narrow-strip, continuous pack form, cut or indi- 
vidual labels! All applied automatically to a wide range of 
printed pieces at cost-cutting high speeds (up to 16,000 per hour). 
No matter whether labels are pre-addressed from punched 
cards, magnetic tapes, plates, stencils or other addressing 
systems. Or whether you mail small postcards and envelopes 
... middle-sized pamphlets and brochures... or larger maga- 
zines, catalogs and quarter-fold tabloids. All handled by the 
compact easy-to-operate Cheshire Model E. 


CHESHIRE 





Write for 
descriptive brochure. 


iE fete]. i te]. 7-60 3») 








| Dept. MM-4,1644 N. Honore Street, Chicago 22, Illinois. 
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Coliege recruiting 


continued from page 47 


groups, soliciting funds, interest in 
group rather than solitary recrea- 
tion, successful work in jobs that in- 
volve interpersonal contact, super- 
visory responsibility. 

Q. How can you assess industry 
and drive? 

A. This is almost impossible to test. 
Look for the person who has ap- 
plied himself in school, rather than 
take it easy. Beware of the person 
whose achievement is far below 
his level of intelligence, if you have 
any measure of intelligence. An 
achievement level above the intel- 
ligence level may indicate a person 
who will really work hard. Other 
favorable indicators are: earning 
part of his college expenses; taking 
evening or correspondence courses, 
after school or summer jobs; finding 
his own jobs; staying on a rough 
job. 


Q. Students sometimes complain 
about probing, personal questions. 
How do you get around this? 

A. We ask the personal questions 
last. Explain that the answers to 
these questions have sometimes 
been found to be related to success 
on the job. Tell him he may skip 
any question that he prefers not to 
answer. 

A. We say we do not wish to pry 
into anything personal, but “we 
would like you to have the oppor- 
tunity to tell us as much as you 
care to tell us about the follow- 
ing.” . . . We have been astonished 
at how much people are willing to 
tell us about themselves. 


Key question to ask 


Q. Suppose you could ask only four 
or fiwe questions. Which are most 
likely to turn up something of in- 
terest? 

A. What does he think he has done 
well in college and why? Does he 
consider his achievement represent- 
ative of his ability? What does he 
do in his spare time? If he had his 
childhood to live over, what would 
he like to be the same and what 
different? Was there any difference 
in his achievement at different pe- 
riods in his education? Why? 
Which teachers, jobs and _ super- 
visors did he like or dislike most? 
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Reports 

from the 
recruiters on 
how students 
measure up 
can help 
college 
placement 
officers {at 
right, NYU's 
André 
Beaumont) 
sharpen 
their 
pre-interview 
instruction. 


Why? What does he look for in a 
friend? A wife? A boss? 


Professors’ comments: reliable? 


Q. How dependable are the com- 
ments of professors on their stu- 
dents? 

A. Any time a_ professor was 
acquainted with our business and 
our needs, what he told us about 
a boy was very dependable. Other 
professors recommended boys who 
didn’t fit into our line of business. 


A. You can almost predict where 
professors in technical schools are 
going to suggest that each quarter 
of the class ought to find their 
niche in life. The top quarter men 
should all go into research. The 
second quarter should all be devel- 
opment men. The third quarter 
should be production people. The 
fourth quarter should go into tech- 
nical sales. 








A. You seldom hear a_ professor 
rate any graduate as a poor pros- 
pect for industry. 

A. If he is poor, they say he has 
“untapped potential.” 

A. I’ve had pretty good luck by de- 
scribing a job and asking a profes- 
sor how the boy would fit into it. 
But beware of the professors who 
can't say anything bad about a 
man. Of course, a lot depends on 
how well the professor knows you 
—how many years youve been 
holding interviews on his campus. 


How to attract students 


Q. Our company has 500 em- 
ployees. We have had trouble in at- 
tracting seniors to our interviews. 
Can anyone from a company of our 
relative size tell me how they at- 
tract more people? 

A. When we go out to a new school 
for the first year, we don't expect 
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to accomplish anything. We inter- 
view three to five people. But we 
hire one. Then he does our recruit- 
ing the next year. 

A. I started off by attending one of 
the regional placement association 
meetings, where I met several col- 
lege placement officers and_ told 
them about our company. When I 
made my visits the next spring I got 
six good men. I am now joining the 
other regional associations. 

A. We hire some juniors for the 
summer. They are our ambassadors 
when they go back for the senior 
year. They have been a tremendous 
help to us in some schools where 
we have had difficulty. 

Q. Do you have any difficulty get- 
ting students to take tests? How 
long are your tests? 

A. Ours take about four hours. We 
have been told that students passed 
us up because our tests took too 
long. 

A. Some of our divisions use tests. 
Some do not. We have not yet 
found that those who test get better 
results than those who do not. 

A. We have tried and dropped per- 
sonality tests. 


How to reject a man 


Q. Does anyone have a foolproof 
method of rejecting a candidate 
and keeping a friend? 

A. The one thing the student com- 
plains about is that he doesn’t hear 
promptly. 

A. We do not reject the man. We 
say that we regret that we have 
not found a placement opportunity 
in keeping with his particular quali- 
fications. 

Q. How soon can you let a student 
know your decision? 

A. We let everyone know within 
two weeks whether we have a fur- 
ther interest or whether he is being 
rejected. I have always been sur- 
prised at the number of boys who 
are very grateful for that informa- 
tion. 

A. We try to notify the student 
within a week after his visit to our 
company. 

Q. When you know early in the 
campus interview that you do not 
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want a candidate, how do you ter- 
minate the interview? 


A. We tell them. They want to 
know and often thank me for tell- 
ing them right away. 


Q. Does anyone feel that the stu- 
dent should not be rejected at the 
interview? 


A. I sure do. I think you need 
much more information than you 
can get in a half-hour interview. If 
I am rejecting on the basis of per- 
sonality, I’m chicken. If I reject 
him, he’s going to ask me why. I 
don’t want to say, “You're dull as 
dishwater, kid.” 


Q. Suppose he is a highly compe- 
tent engineer and he is dull as dish- 
water? 

A. I wouldn't turn him down. 


Q. If you invite one candidate to 
visit your plant and you do not in- 
vite another, don't they compare 
notes? Doesn't the man you did not 
invite thus find out that you have 
rejected him? 

A. I do not invite anyone for a 
plant visit while | am on campus. 
They get a letter later. If it’s a re- 
jection, it comes from my office; if 
it’s an invitation it comes from 
whatever location wants to invite 
them. There’s nothing wrong with 
the candidate in our letters, ever. 
It’s just that the jobs we've got 
open don't fit. 


Training recruiters 

Q. Do you have a training program 
for recruiters? How long is it? 

A. Yes, we have a training program 
for recruiters. It takes place every 
Friday for four or five wecks. 

A. We break our recrujters in first 
as tour guides when candidates 
come to visit our company. 


In the interview 

Q. Do you always ask about grades 
early in the interview? 

A. Yes. 

Q. Suppose his grades have not 
been good. 

A. Then I would look for other evi- 
dence of ability. 

Q. Do you ever try to create stress 
in the interview? 

A. Normally, no. 

Q. Don’t you believe in it? 

A. No. He’s under enough stress. 
Q. Do you give more weight to his 
total grades or grades in his major? 
A. I like to see the grades in his 
major higher than his overall aver- 
age, or at least the same. 

Q. Suppose he has some very poor 


grades outside his major. Does this 
bother you? 


A. No. If not in areas important to 
us. 


text continues on following page 


i'm looking for a job with a growth company in a growth 


nr 





industry,”” says senior Don Muldoon. “That way the times and 
economy aren’? working against you.” 
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ONE-STOP 
FREE 
“SHOPPING 


CENTER” 
FOR PLANT 
SITES IN 
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in 2350 communities 
within the heart of 
industrial America: 


INDIANA - MICHIGAN - OHIO 
KENTUCKY + WEST VIRGINIA 
VIRGINIA - TENNESSEE 


American Electric’s “shopping 
center’’ furnishes up-to-the- 
minute information on labor, 
raw materials, neighboring in- 
dustries, taxes, water, trans- 
portation, recreation, living 
conditions and all other im- 
portant factors. 


This free service locates the 
prepared site or available 
building with the right com- 
bination of plant-site factors. 


For more information or free 
brochures, ‘‘Power and Natu- 
ral Resources”’ and ‘‘Plant Lo- 
cation,’’ write or phone, in full 
confidence, to Mr. Lee L. Davis, 
Vice President, Area Develop- 
ment, Dept. R-04, American 
Electric Power Service Corp., 
2 Broadway, N.Y. 8, N.Y. 


————(Aaz£ey—— 


AMERICAN ELECTRIC 
POWER SYSTEM 


An Investor-Owned Public Utility 
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In this section, the industry recruiters fire questions at the 
college placement officers. Their revealing answers give you 
some points to consider when you send recruiters to the campus. 


What recruiters don’t know 


Q. What is it you want industry re- 
cruiters to know? 

A. Their own companies. Some 
actually do not know what they do. 
They are unacquainted even with 
their own divisions. 

Q. How. do you feel about a com- 
pany sending back one of your own 
recent college graduates as a re- 
cruiter—a man who has been out 
of college only one or two years? 
A. If he comes with an experienced 
recruiter, and if he has been well 
indoctrinated, I think it is an asset. 
A. If he knows what he’s talking 
about, excellent. He may have to 
come with a man more experienced 
in college recruiting. 

A. He can also be a pain in the 
neck, by breaking all the rules he 
knows he can break. 


Should technical men recruit? 
Q. Do you have technical men do 
the recruiting of graduate students? 
A. On the doctoral level, yes. Not 
necessarily on the master’s level. 
Q. Is it advantageous to send out 


both a personnel man and a tech- 
nical manP 


A. If you can't find one man who 
is both, yes. 

Q. How about both of them gang- 
ing up ona boy at the same time? 
A. I like it. 

A. I don't think it’s any problem 
for the student, if the two men 
agree on their answers to questions. 
I have seen two recruiters argue 
over what the right answer is. 

Q. Do you placement officers prefer 
to have a recruiter go through you 
when he wants to see a professor? 
A. I insist upon it. 

A. He'd better. Our professors will 
not talk to recruiters who do not 
come through the placement office. 
A. We offer to make the contact if 
the recruiter wishes. We prefer it, 
but we can’t police everybody. 

A. We try to get the recruiters to 
go through us and most of them do. 
Some who know the professors per- 
sonally go to them first. 


Poor company literature 

Q. To what extent can we furnish 
you with information about the jobs 
we have to offer? 

A. A lot of company literature is 
pretty badly written. It should be 


For the student who wants to work in a specific part of the country, many col- 
lege placement offices put company literature in geographical area folders. 
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revised frequently. Maybe salaries 
should not be in the brochure be- 
cause they change so fast. Maybe 
salaries should be on a _ separate 
sheet. 

A. Literature prepared in the pub- 
lic relations department should be 
checked for accuracy by the com- 
pany recruiter. 

A. Company literature too often 
glamorizes the jobs. 

A. A one-page summary in the 
front of the brochure will help to 
increase your readership. Students 
cannot read all of 300 brochures. 
Q. What are the things that stu- 
dents want to find in a brochure? 
A. Specific descriptions of open 
jobs. This is what we find students 
want most. 


Part three 


A. Real descriptions of what the 
jobs are. Less about golf courses. 
The word “work” ought to be men- 
tioned. 


Q. How do placement officers feel 
about publishing salary information 
before the campus visit? 

A. If you are sure of your figures, 
fine. 

Q. How do placement officers feel 
about group meetings preceding 
the interview schedule? 

A. We arrange group meetings as 
part of our vocational guidance 
program. 

A. We do not have the facilities or 
the time—nor do the students. 

A. We used to have them at 8 a.m., 
but no longer. Only a few students 
came. 


To get an important third view of recruiting pitfalls, MANAGE- 
MENT MeEtTHops editors went directly to the students. Button- 
holed minutes after they finished an interview, several students 
said this about recruiting and recruiters: 


Recruiters 


Q. What do you appreciate most in 
a recruiter? 

A. When he talks straight from the 
shoulder. If, after he talks to me, 
he thinks there might not be a place 
for me in his firm, I like him to say 
so. | don’t like recruiters building 
my hopes up by being vague. 

A. I like the recruiter to be digni- 
fied—the kind of man I can look up 
to and respect. 


Q. Why? 

A. Because I am looking for a dig- 
nified type of job with a dignified 
company. The recruiter reflects the 
company. From talking to him, I 
can discover what the company is 
like. 

Q. In your experience, does the re- 
cruiter always reflect the company? 
A. In every case but one. I’ve had 
eight interviews. In this one, the re- 
cruiter was a wonderful man. But 
when I visited this company’s of- 
fices—and it’s one of the largest 
firms in the U.S., by the way—I was 
confronted with this holier-than- 
thou attitude. They seemed to be 
looking down their noses at me, and 
it disturbed me. When I left that 
day, I said to myself that come hell 
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or high water, | wouldn’t work for 
them. I wouldn’t want to work 
under these kinds of men. 


Q. What don’t you 
cruiters? 


like in te- 
A. The bored attitude. I had one 
yesterday who just sat there say- 
ing, “Name?”, “Rank in class?” and 
that kind of thing. He didn’t seem 
very interested in me and I sure 
wasn't very interested in him. 

A. I don't like it when the recruiter 
is too old. The best thing would be 
if companies could send down a 
young man, no more than 35. He 
being somewhat closer to my own 
I think there'd be a _ better 
chance of mutual understanding be- 
tween us. 


age, 


A. I haven't much use for the “nice 
guys —you know, the ones who bend 
over backwards trying to be your 
buddy. Nice guys are a dime a 
dozen, but the men you can respect 
are harder to come by. 

A. I expect courtesy and a good 
appearance. I consider myself clean- 
cut. I like to wear nice clothes and 
I stand up when someone comes 
into the room. I exnect the same 
things from a recruiter. 

A. I don’t object so much to the re- 
cruiter as I do to some company 
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New quick-as-a-flash VERI-VISIBLE 
halves posting or checking time. 


FIND AND TAKE OUT INSTANTLY. 
Veri-Visible keeps many thousands 
of records on view at operator’s 
finger tips. She instantly finds and 
takes out any one of them for post 
haste posting by hand or machine. 


LEAVE IN AND CHECK INSTANTLY. 
Without even removing card, oper- 
ator can check indexing and balance 
on completely visible corner and 
side margins. Compact, Veri- 
Visible portable or floor units 
handle anything from coded punch 
tapes and cards to one-time state- 
ment and ledger sets. Send coupon. 


Left-to-right indexing 
keeps thousands of 
cards at operator's 
finger tips. 


Adjustable dividers let 
you fit system to records. 


“Card Out” signals 
speed refiling. 


Double-view margins 
keep customer's name 
and balance always 
on view. 
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ACME VISIBLE RECORDS, INC. 

1204 West Aliview Drive, Crozet, Va. 
I'd like to know more about the way Veri-Visible systems can 
cut time and costs on my posting, checking and billing. 
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The 
lowest cost, 
electrically operated, 
fully portable 
coin counter 
| and sorter! 








Standard Change 
COUNTER and SORTER 


COMPACT 
PORTABLE 





Ideal for utilities, institutions, 
small banks, newspapers and for 
handling change from office 
vending machines. 

@ Now you can enjoy all the 
benefits of a coin counter and 
sorter at a price you can afford. 
It’s fast, accurate, durable and 
easy to operate. Counts and 
sorts 15,000 coins per hour. 
And, handles 25¢, 10¢, 5¢ and 
: 1¢ coins. (50¢ coins remain in 
hopper). Separate sorting and 
counting operations provide 
automatic check of total, too. 
Compact and portable, it comes 
complete with its own carrying 
case. Write for complete in- 

formation today. 


ONLY 


199% 


PLUS FEDERAL TAX 


MODEL CS-100A 
PORTABLE-ELECTRIC 
Finished in Hammerloid Beige 
F.O.B. Indianapolis, Indiana 


STANDARD CHANGE-MAKERS, INC. 
422 East New York Street 


Indi polis 2, Indi 
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policies. They don’t provide oppor- 
tunity for further study. I'm an ac- 
counting major and I want to study 
for my master’s degree and a CPA. 
With the exception of one, every 
firm I’ve interviewed has no _pro- 
vision for further study. They say I 
can study at night if I want to, but 
not on their time. It doesn’t make 
sense to me. If my skill and knowl- 
edge increase, it only helps the 
company. Frankly, I’m not so much 
interested in pay; if one company 
offers lower pay than another, but 
gives me a chance for further edu- 
cation, I’m likely to go with it. 


Jobs students want 


Q. What kind of job are you look- 
ing for: a chance for growth or a 
place to get started? 

A. I'm looking for a growth com- 
pany, and one in a growth industry. 
I imagine it would be quite discon- 
certing to go with a company and 
really give it your all for five or six 
years—really do your best—only to 
find that the economy and the times 
are bringing your industry down. 
A. First of all, I'm looking for a job. 
I'm a marketing major and most of 
the scuttlebutt you hear is that 
most men change jobs in their first 
couple of years. I’m not too wor- 
ried about the kind of company or 
whether it’s in a growth cycle. I 
just want a place to get some ex- 
perience. 


Q. Do most of your contemporaries 
feel the same way? 

A. I'd say so. The tough thing to 
get is a job. If they’re not technical 
men, theyre not awfully fussy 
about where to start. 


Q. What do you look for in a job? 
A. Broadly, I’m looking for some- 
thing where I can be happy and 
have a chance for fulfillment. I 
think that’s an integral part of your 
place in the sun. You're at your job 
eight hours a day. If you're miser- 
able there, you can’t expect to 
come home and turn on a different 
face and be a nice, charming hus- 
band and family man. You have to 
be happy in your job if you're go- 
ing to be happy on the outside. 


Q. From these interviews, can you 
judge in which company you may 
be happier? 

A. I think so, if the interviewer is 
honest and gives me a true impres- 
sion of the company. If he doesn't, 
I can find out for myself when and 
if I'm invited to visit the company. 


Salary 


Q. What about salary? What do 
you expect to start? 


A. (marketing major) I'd like $5,000 
a year. It’s not the moon, but it’s 
not the bottom of the barrel either. 
A. (English major) It depends on 
the living standard in the area the 


College placement offices want to know about company recruiting visits well in 
advance. It helps them plan smooth interview schedules like this and helps to 
remove the chance of two competing firms arriving on campus for interviews at 


the same time. 
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THE NEW PHOTOSTAT 10:14 


Operated from a master-mind control panel, the new PHOTOSTAT 10.14 Photocopier performs 
all copying jobs with amazing speed, ease and economy. Delivers quality copies and volume pro- 
duction...reduces and enlarges. No other machine—regardless of claims—can match the mul- 
tiple copying jobs turned out by this new photocopier! 


@ Secure quick copies of incoming correspondence for @ Make enlarged copies from microfilm with optional 
multiple distribution. PHOTOSTAT Microfilm Enlarger. 
@ Obtain full-tone prints inexpensively from film negatives. @ Copy instantly floor plans of plant and office layouts. 


PHOTOSTAT._the most respected name in graphic reproduction 


EQUIPMENT AND SUPPLIES— MICROFILM ¢ OFFSET ¢ PHOTOCOPY «+ COPIER 


ate Bum PHOTOSTAT CORPORATION 


ROCHESTER 3, NEW YORK, A SUBSIDIARY OF [tek coRPORATION 
(Circle number 138 for more information) 
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Are you trying to determine what to do 
about the future? Because of an excep- 
tional combination of advantages a spot in 
West Virginia was selected as the site of 
the largest fixed movable object ever 
built, the U. S. Navy’s radio telescope at 
Sugar Grove, W. Va., tall as a 60-story 
building. 

The future needs of your company are 
undoubtedly quite unlike those required 
by such a scientific installation. But look 
as you will, even to tuning in on celestial 
bodies, few areas possess the exceptional 
combination of industrial assets which 
West Virginia offers you. 

West Virginia is near people . . . more 
than half the population of the country is 
within 500 miles. It is near four of the 
five biggest markets. 

West Virginia can provide a versatile 
working force, one which can be, and even 
will be, trained for your particular re- 
quirements and needs. 

West Virginia is the biggest producer 
of bituminous coal, which great power 
plants transform into electricity; it has 
natural gas, and other natural resources 
which give the State diversified pro- 
duction. 

If your plant can benefit by a location 
near the chemical groups, metal manu- 
facturers, or near ample lumber, your 
future in West Virginia has a splendid 
prospect. 

In the expanding 60’s West Virginia 
offers exceptional opportunities. Let us 
hear from you. Address Executive Direc- 
tor, West Virginia Industrial and Publicity 
Commission, Room M-1, State Capitol, 
Charleston 5, West Virginia. 


the Businessman’s State 


Virginia 
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It’s not easy for interviewers who 
often have to make key recruiting 
decisions on the spof. 


company is in. If I get enough to 
live on and save a little, that’s OK. 
What I'm looking for is the chance 
for advancement. 

Q. When would you expect a raise? 
A. In about six months. I think 
that’s about the normal time. 

A. Sometime during my first year 
with the company. 


Relocation 


Q. Would you be willing to relo- 
cate anywhere? 

A. No question about it. ['d go 
anywhere. It’s a great country. 

A. No. I wouldn’t want to move too 
far from New York. I live with my 
family here. Anywhere else, my liv- 
ing expenses would be too great for 
the starting salary I'd expect. 

A. I'd prefer to stay in the mid- 
west. I like it. If I had a sales job, 
I'd be willing to travel, of course, 
but I wouldn’t want to have to live 
somewhere else. 


Business ethics 


Q. Has the recent trouble with 
G. E. and Westinghouse soured you 
on industry or its ethics? 

A. No. It’s an individual matter. It 
was rather a shock to find out that 
a company with the standing and 
reputation of G. E. did go bad. But 
these things do happen. If you 
blanketly condemn business _ be- 
cause of it, then you have to con- 
demn education because of Van 
Doren and condemn religion be- 
cause some priest down in Puerto 








You Get Things Done With 
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Gives Graphic Picture of Your Operations 
—Spotlighted by Color 
Facts at a glance — Saves Time, Saves 
Money, Prevents Errors 


sy Simple to operate — Type or Write on 
Cards, Snap in Grooves 


sy Ideal for Production, 
Scheduling, Sales, Etc. 


sy Made of Metal. Compact and Attractive. 
Over 500,000 in Use 


Full price $4Q50 
24-PAGE BOOKLET NO. M-200 


|FREE| Without Obligation 


Write for Your Copy Today 


GRAPHIC SYSTEMS 
YANCEYVILLE, NORTH CAROLINA 
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POWER YOUR SALES 


with Mx) “Nuclearized” Jewelry 


Traffic, Inventory, 


with cards 








Designed for you, handsome tie-clasps, 
cuff links, lapel buttons stimulate sales, 
create good will as: 

e Sales campaign awards 

© Staff service and performance awards 

e Gifts for special occasions 

e Customer good will gifts 


Send for FREE 12-page booklet 
Mx] WILLIAMS & ANDERSON CO. 
Industrial Division 
14 Third Street, Providence 6, R. I. 
EMBLEM MANUFACTURERS SINCE 1901 
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Rico said something against viola- 
tion of church and state. 


A. It disturbed me, but I think 
most firms have higher ethics. 


Attitudes in interviews 


Q. Do you feel relaxed and normal 
in an interview? 

A. Not really. You can’t act too nat- 
ural because you're under stress. 
A. Not like in a bull session. You 
have to be a little bit of a phony. 
I mean, these guys ask you where 
you want to be in 10 or 20 years, 
and you have to give them some 
sort of answer. But I haven't really 
thought that much about it. 

Q. You haven't mapped out any 
personal plan, then? 

A. Well, maybe I have a sort of 
plan, but I wouldn't want to tell the 
recruiter because he might think I 
think too highly about myself, or 
too lowly. I usually say something, 
but not what I really think. 

A. Nobody has asked me yet about 
my personal plan. They tell you 
where you can expect to be in five 
or 10 years. 

Q. Do you usually read the com- 
pany brochure before an interview? 
A. Yes, but not thoroughly. Maybe 
five or six pages. It’s a good idea 
because you might ask a foolish 
question that’s answered in the 
book and the man would think you 
were stupid not to have read it. 

A. You read one brochure, you’ve 
read them all. 

A. I don’t want a lot of hogwash 
and generalities about the com- 
pany. I want specific information 
about jobs, salaries, locations, op- 
portunities and company goals. 
Few brochures give you that. = 


Most students are impressed by an 
interviewer they can respect. 
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COTTON* CLICKS 
IN CAMERA PLANT 
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*Cotton toweling supplied to Key- 
stone Camera Company by Union 
Garment and Towel Supply Co., 
Inc., Dorchester, Mass. 


@ With distribution throughout the United States and in 65 foreign countries, 
the Keystone Camera Company manufactures an extensive line of cameras 
and projectors. The plant, a modern five-story steel and concrete structure 
with 30,000 square feet of floor space, has more than 1,100 employees. 

Before the installation of cotton toweling, four truck loads of waste towels 
had to be disposed of daily. Costly, too, were frequent plumbing problems 
caused by waste towels. Cotton toweling not only eliminated both these 
problems completely —but also assured neater, cleaner wash rooms. 

Why not start these advantages working for you. Write for free booklet 
to Fairfax, Dept. R-4, 111 West 40th Street, New York 19, New York. 


Kere’s How Linen Supply Works... 


You buy nothing! Your linen supply dealer furnishes 
everything at low service cost—cabinets, pickup and 
delivery, automatic supply of freshly laundered towels 
and uniforms. Quantities can be increased or de- 
creased on short notice. Just look up LINEN SUPPLY 
or TOWEL SUPPLY in your classified telephone book. 


Clean Cotton Towels... 
Sure Sign of Good Management 


ad 





<2 i met, 

fairtax. Towels ‘&: 
XxTIL 

WELLINGTON SEARS COMPANY, 111 WEST 40TH STREET, NEW YORK 18, N.Y. 
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How Machines Read 
This New Language 


BRAND NAME | 


SELECTOR 
Business 
Writing 
Supplies 


-—— 


RIBBONS 


Pinnacle 
Rainbow 


Silk Gauze 


CARBON PAPER RIBBONS 


Columbia M-50 
Columbia PF-75 


CARBON PAPER 


Accountant Special 


Classic 
Commander 
Marathon 


Classic Pinnacle 

Commander Plastisol 

Marathon Rainbow 
Silk Gauze 


DUPLICATING SUPPLIES 


Colitho Offset 
Ready-Master Spirit 





4b" F" . . . machines that can read... per- 
forming instantly and accurately tasks that take scores 
of persons weeks to accomplish! The scope and impact 
of their fantastic abilities on the world of business are 
just beginning. 


In the field of banking, for example, modern electronic 
business equipment reads a special language of its own 
to sort, list and post checks automatically. The ability 
of the equipment to recognize these symbols depends 
upon the quality and strength of a unique magnetic ink 
used to form the image. 


Columbia—long a leader in research and development 
of carbon papers, ribbons and duplicating supplies— 
has played a major role in the development of these 
magnetic inks. This scientific breakthrough is even 
more significant because it is the first in a field whose 
boundaries are yet unmeasured . . . a field in which 
Columbia is most capably equipped to pioneer. 





Ribbons - Carbons - Duplicating Supplies 


COLUMBIA RIBBON & CARBON MFG. CO., INC., GLEN COVE, N.Y. 
COLUMBIA RIBBON & CARBON PACIFIC, INC., DUARTE, CALIF, 
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Workman’s Compensation 
continued from page 58 


the losses which are actually in- 
curred during the policy period. Al- 
though the maximum cost in any 
such retrospective plan cannot ex- 
ceed a preselected percentage of 
your normal cost, even the most 
conservative of plans involves a cer- 
tain amount of risk. Because there 
are a multitude of retrospective 
plans available, we suggest that 
your individual situation be eval- 
uated annually before your com- 
pensation insurance is renewed to 
determine which plan is best for 
you—and, in fact, whether you 
should be on any form of cost-plus 
plan. 


Q. Should we buy a three-year or 
a one-year retrospective policy? 

A. Although it is possible to obtain 
lower costs in a three-year plan, 
this advantage is more than offset 
by the loss of flexibility in your 
purchasing and the danger that a 
single year’s bad losses will ad- 
versely affect your results for an 
entire three-year period. 


Q. Is there any way in which I can 
avoid taking such a penalty risk 
under my retrospective rating plan? 
A. Yes, it is possible to buy a 
Lloyd’s of London policy which 
will insure your penalty. Of course, 
this will increase the cost of the in- 
surance plan but is often a wise 
move in order to avoid paying the 
insurance company a_ substantial 
amount of money in the event of 
bad losses. 


Q. What's the best way to be sure 
our classifications and ratings are 
correct? 

A. Maintain your payroll records 
properly and compute your own 
charges before the insurance com- 
pany auditor arrives. Job classifica- 
tions should be checked carefully, 
overtime payments separated, and 
maximum payroll rules utilized. 
The auditor will appreciate the 
work you've done, for it makes his 
job easier, and it will help you to 
prevent simple mathematical errors 
that can make big differences in 
your costs. 

Q. How can we be sure an injury 
occurred on the job? 

A. Without detectives, it’s not easy. 
But watch for chance remarks that 
may be meaningful. And remember 
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ADVERTISEMENT 


Write for this free report on 


HOW TO SEIZE 
AN ALMOST OVERLOOKED 
BILLION DOLLAR MARKET 


If your business sells to business, this re- 
port may alter your entire marketing picture. 


Look at your marketing plans in the light of the explosively meaningful 
facts in this report: 


The report shows how a small fraction of the nation’s business firms buys 
the major portion of all the goods and services sold to business! 


These firms in this small group are not the giant companies. Instead, they 
are the 48.000 companies with between 100 and 1,000 employees. These 
middle-sized companies represent the single greatest undeveloped profit 
potential in the business market. 


This report shows how these companies are among the easiest for you to 
sell! They are big enough to have both the need to buy and the ability to 
buy an endless variety of things. Yet they are small enough so that usually 
only one or two key men in these firms make all the major buying decisions, 
and many of the minor ones, too. 


The full power of these facts is explained in this carefully researched re- 
port by Management Methods. The report is being offered without charge 
to top management executives of firms which sell to the business market— 
and to their advertising agencies and marketing advisers. Write on your 
company letterhead to receive a copy by mail. 


MANAGEMENT MAGAZINES, INC. 


Management Methods, School Management, Management Publishing Corp. 
> o> fan) > 


22 West Putnam Avenue, Greenwich, Connecticut 
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Merrill Lynch, Pierce, Fenner & Smith, New York office 








appropriate for the executive office... 


The Template Group combines the high-styling and individuality 
of fine, custom-built furniture with moderate cost and durability to 
make it a practical choice for all offices. See this crisp, new 
design in wood office furniture soon. For free brochure, 
contact your nearest Leopold dealer or write 
The Leopold Company, Burlington, lowa. 


See list of dealers on next page [> 





by Leopold 


practical for all offices... | 








First National Bank, Minneapolis, Minn. ’ | 
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that the more thorough your pre- 
employment physical is, the better 
are your chances of avoiding claims 
for pre-existent conditions. Don’t 
play Santa Claus on claims, because 
it’s really your own money you're 
giving away. 

Q. If two companies merge, which 
company’s rate applies? 

A. There are regulations governing 
this point. They often vary by state. 
Look for the opportunity of getting 
the most favorable rating, as_per- 
mitted by these rules. In every 
case, your insurance representative 
should investigate the possibilities 
for you. 


Q. What about including liability 
and fleet insurance in a retrospec- 
tive plan? 

A. In theory, all the premium you 
can get into a plan is to your ad- 
vantage. However, it can be dan- 
gerous. You can run the risk of let- 
ting the tail wag the dog; that is, 
bad experience on the fleet or lia- 
bility insurance can affect your en- 
tire retrospective cost. The poten- 
tial savings may not be worth the 
risk you take if the fleet and lia- 
bility premium is so small that a 
single serious occurrence can wipe 
out the possible savings in your 
retro premium. Safeguards can be 
taken against this possibility if the 
policy is properly designed. = 


More to follow... 





This article is the forerunner of a major 
series on business insurance being writ- 
ten by John Liner in conjunction with 
a group of other insurance authorities. 

These soon-to-come articles will be 
handled just as this one is. Each will 
answer your specific questions in a 
variety of business insurance areas: 
key man insurance, fire and theft in- 
surance, insurance for employees, ete. 

John Liner reports that his biggest 
problem is convincing businessmen 
that his role as an insurance advisor is 
not just another sales gimmick. He has 
been in the insurance business for 25 
years and built one of the largest in- 
surance agencies in New England. But 
he has turned away from insurance 
selling to concentrate on consulting 
with business clients, to whom he does 
not sell insurance. 
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ALA. Birmingham—Bodine, Bryson & 
Rolling 
Eufaula—Mooty Satterwhite 
Mobile—Waller Brothers, Inc. 
Montgomery—Mercantile Paper Co. 


ARIZ. Phoenix—PBSW Off. Equip. Center 
Tucson—Howard & Stofft 


ARK. Little Rock—Parkin Prtg. & Staty. 


CALIF. Anaheim—Anaheim Office Equip. 
Bakersfield—Valley Off. Supp. Co. 
Beverly Hills—K-S Wilshire 
Fresno—Healey & Popovich 
Glendale—Hopper’s Off. Furn. 

Long Beach—Belcher & Schacht 
Los Angeles—Miller Desk & Safe Co. 
Pacific Desk Co. 
Sacramento—Capital Off. Equip., Ine. 
San Bernardino—Stockwell & Binney 
San Diego—Austin Safe & Desk, Ltd. 
San Francisco—Business Furn. Inc. 
San Jose—Kennedy Business Mach. Co. 
Santa Barbara—Ebersole Off. Mach. 


COLO. Denver—W. H. Kistler Staty. Co. 
Longmont—Chlanda-Harris Furn. Co. 


a, Hartford—Barney’s of Hartford 
. E. Kelsey & Son 


ria, Bradenton—Bradenton Off. Equip. 
Cocoa—Provost Office Equip. Co. 
Delray Beach—Hand’s Delray Bk. Shop 
Ft. Lauderdale—Business Equip. Co. 
Thompson Office Equip. Co. 
Ft. Myers—Parker’s Book Store 
Jacksonville—Sanford-Hall Co. 
Leesburg—Simons Office Equip. Co. 
Miami—Richard Plumer, Ine. 
Orlando—Bishop Office Equip. Co. 
Pensacola—Pensacola Off. Equip. Co. 
St. Petersburg—Office Supply Co. 
Tallahassee—Commercial Off. Supp. Co. 
Tampa—Business Equip. Co. 
Hook & Holtsinger Co. 
West Palm Beach—Halsey & Griffith 


GA. Atlanta—Ball-Stalker Co. 

The Office Supply Co. 
Athens—The McGregor Co. 
Columbus—The White Co. 
Macon—American Off. Equip. Co. 
Savannah—Rosolio’s 


HAWAII Honolulu—W. Tip Davis, Ltd. 
IDAHO Boise—Syms-York Co. 


ILL. Bloomington—Paxton Typewr. Co. 
Chicago—Andersen, Riley & Sava 

Desks, Ine. 

Horder’s 

Marshall Field Co. 

Monroe Furniture Co. 
Danville—Jackson Typewriter Co. 
Kankakee—Byron Johnson Off. Supp 
Moline—Carlson Bros 
Peoria—Business Equipment Co. 
Quincy—Oenning’s 


Springfield—Central Off. Equip. Co. 
Zion—Burgess, Anderson & Tate, Inc. 


MONT. Great Falls—Tribune Office 
Supp. Co. 


NEB. LinalinB-gneeh Brothers 
Omaha—Orchard & Wilhelm Co. 


N. H. Manchester—R. H. Llewellyn Co. 


N. J. Elizabeth—Business Furn., Inc. 
Newark—Max Blau & Sons 
Herbert L. Farkas Co. 
Spring Lake—J. H. Young’s, Inc. 
Trenton—Palmer, Trout & Co 


N. Y. Binghamton—Pierson’s 
Brooklyn—A. Pearson Sons 
Buffalo—Hoelscher Staty. Co., Ine. 
Elmira—George L. MacGreevey 
Mineola—D. Waldner Co. 

New York—A. Blank Co. 

Business Equip. Sales Co. 

Clark & Gibby, Inc. 

Commerce Desk Co. 

Driver Desk Co., Inc. 

Empire Office Furniture Co. 

Chas, J. Lane Co. 

Metwood Office Equipment Corp. 

Pearl Desk Co. 

Regan Furniture Corp. 

Uneeda_ Office Furniture Co. 
Niagara Falls—Geo. H. Courter Co. 
Rochester—Heinrich-Seibold Staty. Co. 
Schenectady—Benche, Inc 
Syracuse—J. Hillsberg Safe Co. 

Troy— Howard's 
Utica—Genesee Office Equipment Co. 

N. C. Charlotte—Pound & Moore Co. 
Gastonia— Spencer's 
Raleigh—Capital Printing Co. 


N. D. Bismarck—Gaffaney & Shipley 
Fargo-—Gaffney’s Office Spec. Co. 
Grand Forks—Gaffaney’s Off. Spec. Ca 
Minot—Gaffaney’s Minot Staty. Co. 


OHIO Akron—Summerville’s Ohio 
Office Equipment 
Canton—Office Equipment Co. 
Cincinnati—Globe Off. Equip 
Cleveland—Hebert’s Bus. 
The Higbee Co 
Columbus—F. J. Heer Printing Co. 
Dayton—Seitz & George Off. Equip 
Toledo—Newel B. Newton Co 


OKLA. Bartlesville—Bartlesville Staty. 
Lawton—Southwestern Staty. 
Muskogee—Doyle Bland Off. Supp. 
Oklahoma City—House of Wren 
Ponca City—Southwestern Staty. 
Tulsa—Scott-Rice Co 

Tulsa Stationery Co. 


OREGON Portland—Kubli Howell Co. 


PA. Allentown—Royal H. Eckert, Inc. 
Chambersburg——Office Suppliers 
Easton—Stotz Office Equipment 
Harrisburg—Cole & Co. 
Lancaster—H. G. Bancroft 
New Castle—Castle Stationery Co. 


& Supp. 
Furn. Co 
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GROUP 
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on display 
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IND. Indianapolis—W. B. 


1OWA Cedar Rapids—Morris Sanford Co. 
Council Bluffs—Emarines 
Des Moines—Storey-Kenworthy Co 


Burford Prtg. 


Fort Dodge—Messenger Prtg. Co 
Marshalitown— Marshall Off. Supp. Co 
Sioux City—Sioux City Staty. Co. 
Waterloo—Latta’s, Inc. 


KAN. Hutchinson—Roberts Prtg. & Staty. 
Salina—Consolidated Prtg. & Staty 
Topeka—Thacher, Ine. 
Wichita—Bauman Off. 


LA. Alexandria—Garrett Off. Supp., Inc. 
Baton Rouge—Louisiana Off. Supp. Co 
Lafayette—General Office Supp 
Lake Charles—Lake Charles Off. Supp. 
Monroe—Standard Off. Supp. Co. 
New Orleans—-Hanson-Flotte, Inc. 

J. D. LeBlanc, Ine. 


MD. Baltimore—Baltimore Staty. Co. 
The Modern Stationery Co 
Hagerstown— Hagerstown Bookbinding 
Salisbury—White & Leonard 


MASS. Boston—Contract Sales 

L. E. Muran Co. 

L. J. Peabody Off. Furn. Co. 
Framingham—H. M. Nichols & Co. 
Pittsfield—E. P. Gowdy Co 
Worcester—Palley Off. Supp. Co 


MICH. Ann Arbor—Mayer Schairer Co. 
Battle Creek—Wellever Bus. Systems 
Detroit—J. L. Hudson Co, 

Flint—Alex Adams & Co., Ine. 
Kalamazoo—Dykema Office Supply 
Lansing—Weger Business Systems, Inc. 


MINN. Duluth—Weygant- Goodspeed Co. 
Owatonna—Journal-Chronicle 
Minneapolis—Miller-Davis Co. 

Red Wing—Robert Fortier 
Rochester—Whiting Stationers 
St. Paul—McClain Hedman & Schuldt 


MISS. Columbus—Bus 
Greenwood 


Equip. Co 


Equip. 
Fisher Staty. Co 
Gulfport—Office Supply Co. 
Hattiesburg—Standard Off. Supp. Co. 
Jackson—Mississippi Staty. Co 
Meridian—Dement Prtg. Co. 


MO. Hannibal—Standard Prtg. Co 
Jefferson City—Standard Prtg. Co 
Joplin—Joplin Printing Co 
Kansas City—Duff & Repp Furn. Co. 
Springfield—Elkins-Swyers Co 
St. Louis—Lammert Furniture Co. 


& Supp 


Philadelphia—A. Pomerantz & Co 
Pittsburgh—General Off. Equip. Corp. 
Reading—Wm. G. Hintz, Inc. 
Scranton—Reynolds Bros. 

Wilkes Barre—Graham’s 
Williamsport—R. R. Green 

York—H. G. Bancroft 


S. C. Columbia—A. Hines McWaters 


S. D. Rapid City—Western Stationers 
Sioux Falls-—-Midwest Beach Co. 


TENN. Chattanooga—Commercial 
Stationery & Supply Co 
Knoxville—Oliver Office Equip. Co. 
Memphis—S. €. Toof & Co 
Nashville—Hessey Prtg. & Staty. Co, 


TEXAS Abilene—Abilene Prtg. & Staty. 
Amarillo—Southwestern Staty. & Bk. 
Austin—The Steck Co. 

Beaumont—E. Szafir & Son 

Corpus Christie—John H. Yochem Co. 

Dallas—Finger Office Equipment 
Stewart Office Supply Co. 

Fort Worth—Stafford-Lowdon Co 

Houston—Finger Office Equip. 
Wilson Stationery Co. 

Lubbock—The Baker Co 

McAllen—Jones Office Supply 

San Antonio—Maverick-Clarke Litho. 

Tyler—Hixson & Ellis 


UTAH Ogden—Weber Off. Supp. Co 
Salt Lake City—Utah-Idaho School 
Supply Co 
VT. White River Junction— 
Office Supply Center, Ine. 

VA. Norfolk—Hampton Roads Paper Co. 
Richmond—Southern Stamp & Staty. 
Winchester—Caldwell-Sites 

WASH. Everett—Priebe’s, Inc. 
Seattle—Bank & Off. Interiors 
Spokane—John W. Graham Co. 
Tacoma—Pudget Sound Off. Interiors 


WASH. D. C.—Chas, G. Stott & Co. 


W. VA. Charleston—S. Spencer Moore 
Huntington—Standard Prtg. & Pub. 


Wits. Eau Claire—Eau Claire Book and 
Stationery Co 

Green Bay—Stuebe Binding & Prtg. 
LaCrosse—Swartz Off. Supp. Co 
Madison—Frautschi’s, Ine. 
Milwaukee—Forrer Equipment Co 
Oshkosh—Scharpf’s, Inc. 
Waukesha—Zillmer’s 
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MR. ROYTYPE ANNOUNCES: 


VERTEX P-900 





THE RIBBON THAT'S 
A VARIETY STAR 


(Circle number 157 for more information) 


© 1961 Royal McBee 


VERTEX® P-900 is a proud new product of Mr. Roytype’s—a 
typewriter ribbon that performs a variety of jobs that once took 
a variety of ribbons to perform. No more changing ribbons for special 
work! e VERTEX P-900 works equally well on both manual and 
electric typewriters... with either broad or sharp face types. Its one 
basic coating strength gives clear, clean cut impressions on a whole 
gamut of applications, including typing on direct image plates for the 
offset process. @ This new carbon ribbon’s improved ink formula 
equalizes typing impressions. Whether the key is touched with a heavy 
hand or a light finger, the results are the same... clean, clear, unt- 
formly black imprints. e And because VERTEX P-900 is made of 
Polyethylene, it just doesn’t break... ever. Ask your office-trained 
Roytype representative about this grand new ribbon, VERTEX 
P-900; let him show you how it can simplify your office routines. 
Let him help you select all your other office supplies, too. 


ROYTYPE 


PRODUCT OF ROYAL McBEE CORPORATION, WORLD’S LARGEST MANUFACTURER OF TYPEWRITERS. 


A complete line of business supplies... expert help... 
and dependable service, too. 
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72, «113) 04s 6708S 120s 121 122 
124 125 126 127 «+128 #129 #130 = 131 132 133 134 
136 4137 138 «#9139 «©9140 «(141 142 143 144 145 146 
148 149 150 151 152 153 154 155 156 157 158 
160 =—+161 162 163 164 165 166 167 168 169 170 
172 173 174 175 176 177 +178 #4179 #180 181 182 
184 185 186 187 188 189 190 191 192 193 194 
196 197 198 199 200 201 202 203 204 205 206 
208 209 210 211 «+212 #213 «214 «#9215 216 217 218 
220 221 222 223 «#4224 «#9225 226 227 «228 229 8230 
232 233 «4234 «+235 «#49236 «6237/0 «238 «= 239) 240241 242 
244 245 246 247 248 249 250 251 252 253 254 


Please do not use this card after June 30, 1961. 


Number of employees in your firm [(]50-99; [(]100-149; [(]150-249; 
(250-499; 9500-749; 9750-999; []1,000-2,499; OVER 5,000 


Type of business 





(-] Send Management Methods for one year at $5.00 
[] Billme [() Bill my company 
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APRIL—FREE READER SERVICE CARD 
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Please do not use this card after June 30, 1961. 


Number of employees in your firm [(]50-99; [[]100-149; [[]150-249; 
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(1250-499; [[]500-749; (750-999; [1,000-2,499; [JOVER 5,000 


Type of business 





(_] Send Management Methods for one year at $5.00 
(] Billme () Bill my company 
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LOWEST COST... 


PER REEL STORAGE! 


THE NEW WRIGHT MODULAR LINE OF MAGNETIC TAPE STORAGE EQUIPMENT offers tremendous versatility in 
its building block type of construction. Units can be adapted in batteries to fit available space . . . using common 
members. Back-to-back arrangements are also possible. Counter height, single stacking units are Standard with 
tops, bases and end panels available when required. The Modular line will accommodate shelves as well as wire 
tape inserts. Since there are no flat surfaces acting as dust catchers, units are dust proof, particularly when wire 
tape inserts are used A Deluxe Line of Tape Storage Equipment consisting of three different sizes of completely 
enclosed cabinets is also available with either inserts or shelves sage For complete information write today 
for your brochure ‘‘Wright Line Tape Handling and Storage Equipment’. 
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FREE Fioor Planning Service is of- 

fered by Wright Line representatives f 

in the U.S.A. and Canada. Antici- Wa: tag 

pate future needs by planning. j o-eeswnmenuyee a os “s 
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DATA PROCESSING 
ACCESSORY 
EQUIPMENT 


LINE ANO ROTARY FILES 








' A FEW OF THE VARIOUS COMBINATIONS 
Division of Barry Wright Corporation, Worcester, Massachusetts AVAILABLE ARE SHOWN HERE WITH OPTIONAL 


TOPS, BASES AND END PANELS ATTACHED. 
BRANCH OFFICES 


Albany Boston Cleveland Detroit Indianapolis Los Angeles Philadelphia St. Louis Shreveport 
Albuquerque Brooklyn Columbus Elizabeth, N. J. Jacksonville Memphis Phoenix Salt Lake City Springfield, Il. 
Atlanta Charlotte Dallas Grand Rapids New Orleans Milwaukee Pittsburgh San Diego Syracuse 
Baltimore Chicago Denver Hartford Kansas City, Mo. Minneapolis Richmond San Francisco Tulsa 
Birmingham Cincinnati Des Moines Houston Little Rock New York City Rochester Seattle Washington, D.C. 








“Globe-Wernicke ECHELON increases efficiency at CST” 


C. Addison Brown, President 
C.S. T. Co., Louisville, Kentucky 


“CST has earned the reputation of being one of the 
most effective collection agencies in the country 
through a fast and efficient operation. Offices in 


cities across the nation plus a ‘Flying Adjuster’ air 


service give customers prompt and personal service, 
with efliciency the key word. Because it best met 


administrative needs. we selected Globe-Wernicke 


ECHELON furniture for all echelons at our new 





APE: 


For his ECHELON executive office, Mr. Brown chose rich walnut tops 
| paneling. 


and facades that blend with the warm wood wa 





"Y"' leg styling (optional on ECHELON furniture), chosen 
for the conference table, blends with the smart decor 
of the completely ECHELON directors’ room. 


THE GLOBE-WERNICKE Co. 


For Echelon literature, contact your G/W dealer listed in Yellow Pages under “Office Furniture” or write Dept. F-4, 


(Circle number 116 for more information) 





"“H'" leg styling was chosen for the general office. ECHELON desks with attached 
typing platforms achieve maximum efficiency. The skillful use of modern colors 


home office in Louisville. Kentucky. ECHELON office 
furniture gives complete unity of design and un- 
limited flexibility throughout the offices. For execu- 
tive private offices, wood tops and facades were 





chosen, while on the general office level laminated 
tops answered best the long-term maintenance needs, 
ECHELON desks we feel reflect the 


proper image of CST to our customers. 


and chairs. 
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General Manager D. C. Scott, V.P., for his heavy work load, 
selected basically the same desk but with a laminated plastic top. 








makes these units as eye-appealing as functional. 


Norwood, Cin cinnat?, 12. Obs e6 








